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T0 
SHOP 
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SHOWS 


WE ASKED THE MEN WHO KNOW— 
the men who have been shopping the Music 
and the Housewares Shows for years. Here 
are their answers and their advice on how 
to make your Show visit profitable and en- 
joyable at the same time. The Music Show 
story begins on page 26 and the advice on 
the Housewares Show will be found on 
page 56. You'll find tips on whom to see, 
what to buy, where to eat, and how to relax 
and enjoy yourself. And of course we’ve 
included lists of exhibitors at both Shows. 
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Everybody’s Counting 
On a Big Second Half 


And as the housewares industry made a 
sentimental, final journey to Atlantic City 
for this week’s Housewares Show it became 
increasingly apparent that it would take a 
pretty big second half to redeem the rosy 
promises made earlier in the year. 

Nobody expects to find the pessimism in 
Atlantic City which was so apparent at the 
summer Markets in June. The housewares 
industry isn’t hurting as badly as was the 
major appliance industry at that time. But 
nobody is ducking the fact that housewares 
business so far this year hasn’t lived up to 
expectation and most people acknowledge 
that distributor inventories are a bit above 
normal right now (although retail stocks are 
somewhat on the low side). 


Atlantic City may hold the answer to whether 
the industry can recover sufficiently in the 
final six months to match or better last year’s 
levels. Many observers think the trade’s re- 
action to new products may provide the clue 
as to how much business will climb in the 
months ahead. 

Beyond that, this week’s Show will provide 


AT THE MUSIC SHOW 


Stereo Sets 


manufacturers with a good opportunity to 
measure retail attitudes toward merchandis- 
ing plans for the fall. 


New products and new versions of old ones 
promise to share the spotlight in Atlantic 
City. Among the “new” items expected to 
create interest are air purifiers, humidifiers 
and portable ovens. Among established lines, 
considerable “product” activity is expected 
in electric can openers, portable mixers and 
the sprinkle-spray versions of steam irons. 

Show officials say there will be at least 
200 new products and lines among the 150,- 
000 items which 750 exhibitors will have on 
display in Convention Hall. (And there are 
more exhibitors, more products and more 
brand new merchandise at the Independent 
Show in the Ritz-Carlton.) 


This year’s Show will be “historic” even if 
new product innovations and business proves 
disappointing. That’s because the current 
Show is the last to be staged in Atlantic City. 
Next summer it will be Chicago. 

Continued on page 4 


a Fast 


Pace for Industry 


After two rocky years, stereo seems to be 
shaking off some of its confusion and is set- 
ting a fast optimistic pace for the Music Show. 

With phono industry sales at the four- 
month mark 15% ahead of conservative Jan- 
uary estimates and 20% ahead at retail, 
many Show goers are looking for the busi- 
ness to bounce all the way back to pre-stereo 
highs of 5 million units. 


Portable organs, FM, the tape hassle will get 
long and hard looks from buyers, but the 
main action will go to stereo and reverbs. 


There’s concern in stereo, however, despite 
the rosy glow. Both factory men and retailers 
at the Show are disturbed at the tightening 
sales pattern and the growing dominance of 
the fourth quarter. Last year, the October, 
November, December months represented 2 
million pieces of the 4.4 million total at retail 
and the Christmas month itself controlled 
the fate of 20% of the year’s business. 


The mix gets more critical too. Four distinct 
brackets of merchandise are being split out 
by wary buyers. Last year’s fourth quarter 
showed industry sales distributed this way: 
a shade under a third of the units were un- 
der-$75 goods; another third was in portables 
over $75; close to 20% was straight con- 
soles; close to 20% -in AM-FM consoles and 
portables. 


Styling preferences have shaken down some- 
what but can’t yet be pinned as tightly as 
above. Consoles have swung sharply to one- 
piece goods and optional satellite or tuck- 
away tweeters have become the answer to 
maximum stereo separation. Console prices 
have dipped, since last year’s activity was 
heavily in the $200 to $300 area. Low end 
is lower at this Show with small, full consoles 
starting at $119 and many staying under $150. 
Superb furniture and FM tuners keep the 
high enders happy. 


Continued on page 4 
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At the Music Show this week, the two leaders in the chord organ 
business—Magnus and Concert—will be doing battle at close 
quarters. The results of the fight are bound to be felt through- 
out the infant industry 


The two leaders in the portable 
chord industry are going to be ex- 
hibiting in adjacent spaces (621-622 
and 620) with lines tailored to meet 
and beat each other. 

Magnus, generally conceded to be 
in front, will show a line ranging 
from $89.95 to $299.95. Concert, an 
Italian import by Organ Corp. of 
America, will have a line ranging 
from $80-90 to $375. 


These prices show for sure that the 
big middlegap ($200-600) the organ 
business has shown to date is going 
to fill from the bottom, as the low- 
enders upgrade the product. 


But it is obvious that the leaders 
are angling for the higher ticket 
with different points of view. Har- 
vey Farber of Concert is in the 
high end but putting the accent on 
the low: “Over $100, we’ve got a 
strictly seasonal product. But be- 
tween 80 and 90 bucks there’s a 
steadier, different market. We want 
that one, too.” 


Magnus has low end of the line, but 
has been pushing up since last year 
when it moved to $199 from its $129 
first model. E. A. Tracey of Magnus 
says that this is the right way. 
The low-priced units are being kept 


ELECTRICAL MERCHANDISING WEEK 


Watch for a Chord Organ Workout 


in until Magnus sees how the trend 
goes. “We think there’s a market 
there,” are Tracey’s words. But his 
emphasis will be on the higher- 
priced units. And reliable reports 
say that the higher-ticket items out- 
sold the low numerically last year. 


The need is for furniture appeal, as 
Concert sees it. Just as the TV busi- 
ness got into the living room, so 
must the chord organ, Farber feels. 
That’s why the Concert line has 
consoles from $289 to $375. Accord- 
ing to Farber, previews have created 
an attitude at Concert that can only 
be called cocky. ‘“‘We’re looking for- 
ward to the show,” he says, “where 
we'll be right next door to the com- 
petition.” 

In part, the Magnus and the Con- 
cert lines mirror the market. Mag- 
nus is the front runner with two 


big pluses: volume measured in 
hundreds of thousands of units, and 
strictly state-side merchandise. 


Organ Corp’s Concert line is second 
in the market place, and tops among 
the imports in volume. Made in 
Italy by the people who make Ex- 
celsior accordians, Concert can go 
to market with furniture and step- 
ups as 48 and 60 buttons and a 
piano keyboard. 

Magnus, on the other hand, 
has top appliance-type distribution 
throughout the country, manufac- 
tures in Chicago and on the East 
Coast, has volume potential, and the 
ability to move fast once the mar- 
ket settles itself. 

The two will be next door to each 
other in Chicago, and a score of 
competitors will be watching to see 
how the cat jumps. 





In Chicago 


Buyers who hoped the Chicago 
Music Show would bring a sem- 
blance of order to the tape in- 
dustry found themselves facing 
a disappointing week 


With reel-to-reel and the RCA 
cartridge already on the market 
(and at the show), and the Minne- 
sota Mining & Manufacturing Co. 
thin-tape cartridge due in 1961, 
the industry’s woes looked to get 
worse before they got better. 

All three tape systems have 
strong backing, but most industry 
people see only reel-to-reel and 
one of the two types of cartridge 
surviving. And they won’t even 
guess which cartridge it will be. 

Wary dealers—already torn be- 
tween two existing systems and 
troubled by the advent of a third 
—were quick to draw a parallel 
with the 45 vs. 33-1/3 record 
squabble of a decade ago. “But you 
won’t find me jumping in so fast 
this time,’ one Midwestern dealer 


Tape Stays 


snapped. “I got burned with rec- 
ords; I won’t get burned with tape.” 


Two pre-show announcements add- 
ed fuel this year: 

1—Despite sluggish retail sales 
—and contrary to rumor—RCA 
won’t give up either its cartridge 
system or its library of cartridge 
tapes. Instead, said a spokesman, 
the company plans to expand its 
tape line “in the future.” 

2—Warwick, whose private-label 
customers include Sears, declared 
it was readying a “simplified ver- 
sion” of an RCA-type cartridge 
machine. 


Dealers complain present RCA 
cartridge units are too heavy, too 
costly and too mechanically imper- 
fect. Some people doubt the system 
has any future at all. “If the MMM 
system really can be_ produced,” 
says one company sales manager, 
“the RCA system will slowly die.” 

Beyond RCA itself, only Bell 
Sound makes an RCA-type cart- 


in lurmoil 


ridge machine. Bell spent 
nervous days when stories which 
had RCA abandoning its system 
first began to circulate. The Ohio- 
based company then tried to buy 
RCA’s tools and tape library, but 
was turned down. 

The RCA cartridge uses standard 
quarter-inch tape, operates at 3% 
inches per second. 


some 


The MMM Cartridge, which uses 
tape 1/7 of an inch wide and oper- 
ates at a slow 1% inches a second, 
will be put into production by 
Zenith in 1961. Zenith once thought 
of showing a mock-up of the unit 
at the Music Show, later changed 
its mind. Stereo units introduced 
by Zenith last month were made 
with jacks to accept the MMM sys- 
tem when it is available. 

Columbia, whose CBS _labora- 
tories actually devised the system 
for MMM, may also begin produc- 
ing next year. 

Also licensed to produce MMM 
systems units are Grundig and 


possibly Philips, but both are ex- 
pected to sell their machines in 
Europe. 


Reel-to-reel remains the most pop- 
ular system. Such manufacturers 
as Webcor, Pentron and V-M pro- 
duce only reel-to-reel units. Even 
those who like the idea of a cart- 
ridge agree the reel-to-reel system 
will be around for awhile. 

And from Webcor’s George Sim- 
kowski, ‘“We’re planning to make 
reel-to-reel for ever and ever and 
ever.” 

Highest-end units—those_ de- 
signed for fine Hi-FI systems— 
still use only reel-to-reel. Even if 
the mass market accepts the cart- 
ridges, makers of those expensive 
pieces think their customers will 
continue to want reel-to-reel. 


Imports—Japanese, German, Aus- 
trian—are showing up more and 
more in the tape field, mostly 
lower-end, transistorized units. 
They are mainly designed to re- 
produce speech, not music, and at 
present don’t appear to offer much 
of a threat to U. S. tape recorder 
manufacturers. 





Poets ~~ aa e * 





=a 


v 
Can an Elephant Squash a Freezer? 
AFFINITO’S QUALITY-FOOD MARKET, Pittsburg, Calif., wanted to find out. 
So, to celebrate its new Norge dealership, Affinito’s tied in with Ringling Bros. 
Circus, brought over this five-ton pachyderm and had him stand on a Norge 


FV-F9 freezer. Nothing happened 


to the freezer. But the trick drew quite a crowd. 





‘Snowflake’ Won't Melt 


Yes, Virginia, there is a Snow- 
flake. Although U. S. Steel, satisfied 
that its annual Christmas _ pro- 
motion has accomplished its pur- 
pose, will drop it, EM Week will 
offer Snowflake ad mats. They’ll be 
available free of charge to all ap- 
pliance dealers. They will be of- 
fered as the fifth ‘ad _ service” 
which EM Week, in co-operation 
with U. S. Steel, has offered to its 
readers this year. 

(Hundreds of dealers, distribu- 
tors and newspapers have request- 
ed the sets of free mats already 
offered in the three ad_ services 
which appeared in the March 14, 
April 11 and May 30 issues. The 
fourth—and biggest yet—appears 
in this issue. Turn to pages 32-35 
for details and for the free cou- 
pon.) 

The Snowflake mats will be of- 
fered in the Oct. 3 Christmas Mer- 
chandising Issue of EM Week. In- 
cluded will be the most successful 
ad elements offered by U. S. Steel 
in the past six years. 


No More Snowflake? U. S. Steel’s 
announcement that it would drop 
the Christmas appliance promo- 
tion this year came as no surprise 
to those in the trade. USS is con- 
vinced that it has accomplished 
what it set out to do in 1954—+to 
make the Christmas buying season 
a good selling season for majors. 

In making the announcement 
last week, the steel company went 
out of its way to emphasize that it 
was not dropping all appliance 
promotion. As a matter of fact, 
since the company remains con- 
vinced that Christmas is a good 
time to sell appliances, ads on these 
products will be timed for the holi- 
day season. 


EM Week Takes Over. Since the 
volume of Snowflake advertising at 
retail has been impressive (as high 
as 8 million lines in a single year), 
the editors of EM Week felt that it 
was important that advertising ele- 
ments for such advertising con- 
tinue to be available. 
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EAST .. . BOSTON—June was a 
dog month for most New Eng- 
land appliance dealers, many of 
whom saw sales dip below levels 
of the past two years for the pe- 
riod. Expected sales mainstays 
for June were air conditioners, 
refrigerators and, to a lesser ex- 
tent, electric fans, which lacked 
zip—apparently because of the 
absence of a prolonged hot spell 
to whet buying incentive. These 
warm-weather items were fea- 
tured in pre-Fourth of July pro- 
motions by such large companies 
as Jordan Marsh Co. and Shaw- 
mut TV Appliances Furniture. 

Inventories of air condition- 
ers, fans and refrigerators re- 
mained quite heavy at many 
outlets. Dehumidifiers still seem- 
ed to be having trouble catch- 
ing on with the average house- 
holder. Albert P. Gaumont, 
president of Gaumont Bros., 
large Lowell, Mass., appliance 
store, struck the common opin- 
ion when he said: “At this time 
of year we depend quite a bit 
on our ‘warm weather’ appli- 
ances. But we haven’t had any 
good hot spell to move them. 
Even when we’ve had warm 
weather the evenings have been 
cool, giving prospective cus- 
tomers a chance to recover 
without having an air condi- 
tioner or a new fan.” 

Since householders were able 
to mow without too much dis- 
comfort, power lawn mower 
sales also suffered. Raymond’s 
offered 22-inch cut “Clinton En- 
gine” rotary mowers, 2%-hp, 
four-cycle, at $39.90. 

Portable transistor radios, fol- 
lowed by portable TV, were 
the strongest brown items.: 

There was good interest in- 
itially in a portable electric 





freezer (Frost Queen) for 
camps, summer homes and 
apartments. 


WEST .. . CHEYENNE—Appliance 
sales generally running 5 to 20% 
ahead of last year, but one deal- 
er reported business was only 
neck in neck with 1959. Most 
dealers attributed the slump to 
the strikes, which have halted 
construction at Atlas missile in- 
stallations in the area. 

Sales of dishwashers and cus- 
tom-built ranges have been par- 
ticularly good this year, reflect- 
ing the boom in new home 
building construction. One deal- 
er said dishwasher sales were 
double those of a year ago “‘be- 
cause the market hasn’t reached 
the saturation point.” Refrigera- 
tion sales are generally up, but 
most dealers said sales‘of wash- 
ers, dryers, and freezers haven’t 
kept pace. Among the small ap- 
pliances, electric can openers 
have caught on. 

Cheyenne dealers said compe- 
tition from discount houses in 
Denver, 100 miles away, was re- 
ceding “because people are de- 
manding more service, not just 
price cuts.”’ Most dealers in the 
area were holding the line 
on manufacturers’ recommended 
prices. “And there’s not much 
cut-throat competition,’ one 
dealer stated. 

In view of the nationwide 
price decline in color TV sets, 
Cheyenne dealers were antici- 
pating a big increase in sales. 

One dealer said sale of used 
appliances had been exceptional 
in the past few months. He at- 
tributed this to the large influx 
of transient construction work- 
ers who didn’t want to invest in 
new appliances. 


Where it was hot, so were sales. But in most areas EM Week’s survey 
found dealers stymied by strikes, rain and unseasonably cool weather. 


FAR WEST... LOS ANGELES— 


There was a singular absence of 
applause as the curtain rang 
down on the first half of 1960. 
Dealers reported that appliance 
sales for the year to date were 
down anywhere from 2 to 5%, 
as compared with the first half 
of 1959. And June was one of 
the poorest months of all, down 
about 6% from last June. 

Dealers generally were in 
good shape from an inventory 
standpoint, but distributor and 
manufacturer floors were heay- 
ily overloaded. 

As a rule, the market in table 
appliances was designated “not 
bad,” and there was some slight 
stir of activity in white goods 
during the final week of June. 
TV continued to wallow in the 
doldrums. And air conditioner 
sales were still awaiting a spell 
of scorching weather. 

Prices remained firm. As a 
matter of fact, the consumer 
price index for the Los Angeles 
area was up 2.8% from last 
year, and this could account for 
the resistance of price-conscious 
customers. 

Strikes in the aircraft indus- 
try during June didn’t help the 
situation any. There had been a 
steady decline in aircraft em- 
pioyment every month since 
Sept., 1959, and entering June 
the figure was down 12% from 
that of Sept. 

With it all, dealers were look- 
ing forward to the second half 
of the year with undaunted op- 
timism, confident that election- 
year activity will bring about a 
loosening of money and a pick- 
up in defense contracts—which 
in turn will bring about suffi- 
cient appliance sales to make 
1960 as good or better than 1959. 





SOUTH... MIAMI—Warm weather 
spurted refrigerator and freezer 
movement for dealer John Ham- 
lin and distributor W. W. York, 
Electrical Sales and Appliances 
Inc., but it didn’t help their air 
conditioner volume since both 
failed to be in on “tax free” 
units. 

However, “tax free” condi- 
tioner weren’t altogether the an- 
swer for Firestone dealer Wil- 
liam Dennis. He couldn’t match 
his 220-volt units with customer 
demand for 110-volt models. 

“Why tell people how bad 
business is?’’ questioned distrib- 
utor A. Irving Witz, Emerson 
Radio of Florida, Inc. Stereo- 
TV combinations at $500 and up 
were selling better than expect- 
ed, he conceded. 

Dealer television action had 
been spotty. Fans and house- 
wares were not moving as well 
as last year, retailers reported. 


SOUTHWEST . . HOUSTON—A 
17-inch rain was the clincher to 
a bad business week. Depart- 
ment store sales were off 7% 
from the previous week. People 
just weren’t buying, not even 
air-conditioning units, normally 
the No. 1 suinmer item. One ex- 
planation: More centrally cooled 
homes are being built. A. I. Lack 
of Lack’s Chain said his elec- 
trical appliance business is off 
10%. 

Major dealers said refrigera- 
tor and washer lines were sell- 
ing only through major promo- 
tions, big price cuts. A G-E 
washer, for instance, was selling 
for as low as $165. One distribu- 
tor, gutted with colored refrig- 
erators, unloaded. The result: 
Retailers sold $350 models for 
$245. 





BUSINESS 
BRIEFS 


e A 25% increase in initial orders 
from distributors and dealers was 
reported at Hoffman _ Electronics 
Corp.’s preview last month in Las 
Vegas of its 1961 line of television, 
stereo high fidelity and radio in- 
struments. 


e A special limited franchise plan 
has been developed by the Capehart 
Corp. for the distribution of its 
stereophonic radio-phonograph TV 
instruments, says J. M. Winer, pres- 
ident. The main feature for the plan 
is the restriction of the franchise of 
two dealerships to a city. Based on 
the potential of a given selling area, 
the outlets will be further limited to 
separate retail categories. 


e@ Government legislation or indus- 
try housecleaning? TV dealers dis- 
agree according to a poll taken by 
the Denver Better Business Bureau. 
Of the 59 TV service and dealer 
agencies questioned in the poll, 29 
favor letting the federal government 
regulate the industry and 27 say 
they believe ethics and service can 
be improved by the industry itself. 





The Yankees Make a Hit 





MORE THAN 200 Sylvania radio and TV dealers attended a Yankee game in 
New York, guests of Leader Electronic Supply Inc., Elizabeth, N. J. Some of them 
chatted with Mickey Mantle (seated) and Roger Maris about TV. From left, 
Charles E. Jacobs, Sylvania sales rep; Dave Emmett Jr., Bergenfield, N, J.; Marty 
November, E. J. Korvette, Inc., New York; Steve Nagy, whose father is with 
Del TV, Riveredge, N. J.; Ernie Lazarus of Leader; Bill Shipley, Shipley’s TV, 
Totowa, N. J.; Harry Ellis, Delta TV Service, Cliffside Park, N. J. 





THIS WEEK'S 
COLOR TV 


MONDAY (All Times E.D.T.) 
11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 
12:30 P.M. (NBC) It Could Be You 
(Monday-Friday) 


TUESDAY 
9:30 P.M. (NBC) Arthur Murray” 


WEDNESDAY 
12:45 P.M. (NBC) All-Star Baseball 
8:30 P.M. (NBC) The Price Is Right* 


FRIDAY 
9:30 P.M. (NBC) 
Party* 
10 P.M. (NBC) Moment of Fear* 


Masquerade 


SATURDAY 
10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
7:30 P.M. (NBC) Bonanza 


SUNDAY 
8 P.M. (NBC) Music on Ice 
9 P. M. (NBC) Chevy Mystery Show 


*These programs may be replaced by 
black and white coverage of the Dem- 
ocratic National Convention. 
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NEW AT THE SHOWS 


New Housewares Point 


To a Big Second Half 


CONTINUED FROM PAGE i 

Here’s a rundown of some new 
products and market specials tak- 
ing bows at the show today. For 
information on many other lines, 
see “New Products” stories on 
pages 69-79. 


Cornwall Corp.—Two deals on four 
“Thermo Trays” with display 
racks; cost to dealer is $51.50 or 
$43.20. 


Cery Corp.—‘“Buffet Queen” auto- 
matic percolator, 10 to 40 cup ca- 
pacity, listed at $39.95 retail. 


Son Chief Electrics, Inc.—Spray 
feature added to steam-and-dry 
iron, listed at $21.95 retail. 


Capitol Products Co.—‘‘Lady Win- 
sted’’ barbecue-rotisserie-broiler- 
grill, listed at $59.95 retail. 


Seth Thomas Clocks—‘‘Sherwood” 
electric alarm ($12.95 retail) and 
two barometer-winding clock com- 
bos retailing between $153 and 
$192. 


Toastmaster—Deluxe  thermostat- 
control push-button electric heater. 


Dormeyer—Four-slice 
toaster 
lector. 


pop-up 
with full-range color se- 


Northern Electric Co.—Deal of one 
free vaporizer-humidifier for every 
11 ordered. Available on all mo- 
dels. Cost to dealer ranges between 
$34.32 and $55.74. 


West Bend Aluminum Co.—A\l- 
though not brand new, “Kabob ’n 
Grill” vertical motor-driven char- 
coal rotisserie ($29.95 retail) is one 
of the most interesting ideas. 
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PURE AIR IS AIM of both these units, despite big differences in design. At left 
is the Oster Cold-Mist Humidifier which uses a cool mist to retain humidity 
modulation and a face mask for sufferers of congested nose conditions. It’s $39.95 
with mask. Right is G-E’s entry into the air purifier field with three filters, 
germicidal lamp for cleaning air. Suggested price is $59.95 


HERE’S DORMEYER’s newly intro- 
duced spray-steam-dry iron with a 
rotocord which aids the housewife in 
preventing irritating snarls in the elec- 
tric cord. The product is one of mamy 
all-new devices which are being shown 
today at the Housewares Show which 
brought thousands to Atlantic City. 


BIG FAMILY?—A big toaster like 
this new offering from Dormeyer. 
It’s a four-slice toaster of modern 
design which features a _ five-color 
toasting range selector. Manufactur- 
ers are bringing out more large toast- 
ers in response to consumer demand, 
prompted by larger American families. 





Stereo Sets Pace for Music 


CONTINUED FROM PAGE | 

Here’s what’s new at the show—A 
rundown, company by company 
and line by line, for your con- 
venience. For information on the 
new TV lines see stories on page 
7 and 8. 


“Concerto” line of 
consoles available in 
two series: One, a stereo AM-FM 
radio-phono listed at $995; the 
other, adding a stereo tape recorder 
priced at $1,495. Lower prices dis- 
closed on the 900 series stereo re- 
corders. 


Ampex—New 
high-fidelity 


Arvin—New six-tube budget- 
priced FM radio listed at $29.95. 


Bell—Three new stereo consoles, 


WEBCOR’S “HOLIDAY” with corner 
speakers that can be detached, set up 
8 feet from set. Price, about $89.95. 


MICROCORDER BY Webcor weighs 
4% pounds, can make “snapshots in 
sound,” record for an hour. About $175. 


starting at $430, get Bell into low- 
end. Two steps to top at $1,050. 


Blaupunkt, imported by N. Pickens— 
Six table model AM-FM radios 
from $99 to $259. Seven AM-FM- 
SW stereo consoles in American or 
Danish walnut from $349 to 
$859.95. 


Granco—New AM-FM clock radio. 
AFC AM-FM table models starting 
at $32, with stepups at $42 and 
$79. Consoles from $349 to $500. 


Muntz—Adds a 21-inch TV stereo- 
phono with AM-FM simulcast in 
Danish wood; a 24-inch full-door 
console. 


Pentron—Featuring air _ purifier 
and $350 tape recorder, ‘Aristocrat 
II.” Small “Concerto” player-re- 
corder at $129 in mono, $259 in 
stereo plus $59 for amplifier- 
speaker. “Triumph,” 18 lIbs., $219 
in mono, $249 in stereo, plus $59 
for amp-speaker. Top-of-line is 
“Emperor II” for $500. 


Sterling — ‘‘Normende-Sterling 
Transista” AM-FM Marine band 
imported portable with pushbut- 
tons and transistors for $99.95. 


V-M—New ‘“add-a-track” stereo 
tape recorder for $259, plus $75 for 
amp-speaker, steps up to $225 plus 
$75, and $275 plus $85. Four stereo 
consoles with optional drop-in 
AM-FM tuners: At $350, a 40-watt 
peak Danish-style model with pro- 
fessional turntable ($375 for ma- 
hogany); at $199.95, 20-watt peak 
in Danish wood ($299 in mahog- 
any); at $1,025, adds AM-FM ste- 
reo-phono-tape; at $399, 40-watt 
peak AM-FM _ radio-phono-stereo 
($299 without tuner). Continued is 
‘‘Stereo-Modular’”’ series with 
waist-high detachable box speak- 
ers for $350, $360 in mahogany or 


$365 in Early American. Portable 
stereo-phono line: At $59, plays 
45’s and 16’s only; at $69, four- 
inch detachable lid speakers; at $99, 
four-inch wing speakers; at $59, 
mono. 


Webcor—Featuring new 11%-inch 
deep stereo consoijies, a tape re- 
corder only two inches high, and 
a six-transistor AM-SW portable 
listed at $44.95. Two slim “Stereo 
Silhouette” consoles: $189 for 
choice of walnut or fruitwood oil 
finishes; $279 for AM-FM simul- 
cast; stepups at $300 and $400 with 
five speakers, at $349 and $499 
with two satellite speakers. “‘Ravi- 
nia’ console, 60-watt peak and 52- 
inch cabinet, for $369 or $469 with 
AM-FM. “Contemporary” 60-watt 
peak console for $300 or $400 with 
AM-FM. New portables come in 
nine models: Six automatics and 
three manuals. Automatics: ‘“Fes- 
tival” with hinged extension speak- 
ers for $69.95; “Holiday” with cor- 
ner-angled speakers for $89 (see 
picture this page); “Coronet” with 
wing speakers and cabinet speaker 
for $129; “Studio” with four speak- 
ers for $129; “Imperial” with a 14- 
watt amplifier and detachable 
speakers for $149; “President” with 
18-watt amplifier and four speakers 
for $169. Manual portables: Mono 
for $29, stereo for $39 and auto- 
matic added to mono for $49. Tape 
recorders: Five completely new self- 
contained portables, ranging from 
“Microcorder” (see picture this 
page) to “Regent Coronet” with 
four-track add-track and two speak- 
ers for $349. “Regent” at $169 steps 
up to “Royalite II’ with three 
speeds, two to four tracks and push- 
buttons listed at $199 for mono and 
$249 for stereo. “Vixcount” mono re- 
corder-player listed at $139.95. 


Electro-Voice—Adds electronic or- 
gans for $545 and $445. 


Industry 


Stradolin—Console organs, 40-bass 
electric, at $144 and $179. Portables 
at $99, $139 and $159 (add $10 on 
each model for metal legs). 


Thomas—Two-manual organ for 
$695, transistor organ at $995 and 
piano-organ combo for $995. “Sere- 
nades” with color-keyed percussion. 


Grundig -Majestic—Features “Niki” 
transistorized portable tape recor- 
der, stereo table model radio AM- 
FM-SW with four speakers and 
phono consoles and consolettes. 


Organ Corp. of America—Puts chips 
on new $300 to $400 price bracket 
for console organs. New line of four 
electric consoles starts at $289 for 
37 keys and 48 chord buttons, steps 
up to $339 for 49 keys and 60 but- 
tons, up again to $379. ““Composer,” 
also listed at $379, has full piano 
keyboard. Low-end portables for 
$79 or $149.95. 


STRADOLIN CORP. offers this organ 
at $179.95 made of quality woods, 34 
keys, 40 chord buttons. It’s line’s top. 
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How Hoover training 
whittles down your walkouts! 
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Are you taking advantage of this special Hoover service? Selling hard on product features 
is a pretty basic selling method in the appliance business, as you know. Hoover has been using 
this feature-selling technique for over half a century, and we’ve learned that it’s not only which 
features you sell, but how you sell them. We think we have developed some ideas and 
pointers that can be valuable to your sales staff. Call your Hoover representative 

for a brush-up session for your men. The Hoover Company, North Canton, Ohio. 








When Prospects With 
Wringer-Washer Pocketbooks 
6) Want Automatic Features... 


Switch em to ABC! 


You can save sales—and make extra sales—with 
ABC-O-MATICS! They let you sell top-of-the-line 
features at bottom-of-the-line prices. This keeps cus- 
tomers who are pre-sold on deluxe washer features, 
but have limited budgets, from ‘walking’. Just 
switch ’em to this ABC-O-MATIC for only $189.95 
or less . . . with all these top-of-the-line features... 





2 CYCLES 
LINT FILTER 


BLEACH 
DISPENSER 


CHOICE OF WASH 
AND RINSE 
TEMPERATURES 


TRUE OVERFLOW 
RINSING 


SPIN-AIR DRYING 
GEARLESS DRIVE 





Step up your sales... Switch ’em to ABC 





ABC LAUNDRY PRODUCTS 


DIVISION 


American Motors Corporation + Detroit 32, Michigan 


Automatic Washers « Gas and Electric Dryers + Wringer Washers 


ABC Laundry Products Division, Dept. 711 
American Motors Corporation 
Detroit 32, Michigan 


Please send information on the new ABC Franchise. 
NAME 
COMPANY 


STREET 
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Frigidaire’s Back Panels Light up, Fold Back 


TOPPING THE LINE 


eight washers, seven electric dryers and five gas—for 


Frigidaire in 1961 is this “Custom Imperial” set. Both pieces have new back panel, 
with full-width fluorescent lamp, that slants forward to light work area, folds 
down and covers controls when unit is not in use. The washer has Frigidaire’s 
three-ring pump agitator; underwater dispensers for detergents, soap, bleach, 
dye and fabric conditioners; “baby care” soak cycle and wash-and-wear cycle. 
Dryer shown above is no-vent electric unit. Its self-contained air circulation 
system keeps excessive moisture and heat out of laundry room. Other features 
Nylon mesh lint catcher on inner door panel, automatic “sprinkler,” and a cycle 
selector for both automatic and timed drying. Suggested lists on these top units: 


Washer, $399.95; dryer, $399.95. 





Servel Will Have Tape, Ilcemaker 


Moving in two different directions 
at once, Servel, Inc., is making mar- 
keting plans for new products—one 
for consumers, the other for trade. 


Burgess Battery Co., a Servel divi- 
sion, will have magnetic tape for 
home use on the market sometime 
late this year, possibly by October. 

“It’s a natural for us,” explained 
Harold J. Luke, Servel secretary- 
treasurer. “Our salesmen call on a 
lot of dealers and distributors who 
sell tape.” 

But Burgess doesn’t feel tape’s 
market is limited to existing chan- 
nels. “We’ll sell through any place 
that will buy it,” said F. J. Kirk- 
man, Burgess president. ‘“‘Prices will 
be competitive.” 

“Initially,” Kirkman went on, “we 
will put it on reels. We might even- 
tually get into cartridge tape.” As 
for the possibility of going into pre- 


recorded tape he said: “Recording is 
not our business.” 


Skipping to icemakers, a product 
more in line with Servel’s history, 
Luke said the company’s Evansville 
plant is prepared to produce auto- 
matic units “in quantity.” 

Servel sold its automatic icemaker 
patents to Whirlpool in 1958, he ex- 
plained. But since then the company 
has developed a new and “tremen- 
dously improved” icemaker, which 
it will sell to refrigerator makers. 

Estimated market for the auto- 
matics, if they catch on: Servel says 
two million units a year by 1965. 
But the company told its stock- 
holders that icemakers probably 
wouldn’t contribute to 1960 profits. 

What about a separate automatic 
icemaker for the consumer market? 
Luke said, “I don’t see it immedi- 
ately, but it’s not ruled out.” 





G-E Aims at the ‘Light’ Sell 


General Electric has announced a 
million-dollar fall light bulb sales 
push built around what it calls “‘the 
five-point-of-purchase selling sys- 
tem.” This is G-E’s name for a mar- 
keting approach directing product, 
package, merchandisers, display and 
advertising at the point of purchase. 
The campaign again will feature 
the nearsighted Mr. Magoo under 
the slogan, “Vote for Magoo—and 
G-E Bulbs Too.” It’s tied to the 
national election. 

In the product area, G-E will pro- 
mote several of its newest house- 
hold bulbs, especially the “smaller, 
whiter, brighter” 100-watt bulb, and 


the “Celeste,” a cone-shaped, nine- 
inch-long decorative bulb, which 
will last three to five years in nor- 
mal use. A new product improve- 
ment is a stronger aluminum base 
for most household types. 

Packaging also will be improved 
by a redesigned four-bulb carton 
with improved wattage, manufac- 
turer and price identification. 

In the merchandiser area, G-E 
will make 27 different sizes and 
types of displays available to retail- 
ers during the fall selling season. 

Advertising will center around a 
nationwide television campaign, fea- 
turing Mr. Magoo, starting Sept. 19. 
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CUMULATIVE BOX SCORE 
ON THE NEW TV LINES 
The new TV lines in a nutshell. 
For details see EM Week on 
dates below. 




















Four 17-inch designers 
step up to 19-inch tables 
with front flanking speak- 
ers from $209; five 21’s 
from $189; 23’s with table 
from $209, high and low 
consoles from $249. 5/23, 
pg. 1 


G-E 





A 19-inch transistor port- 
able at $275, plus $88 bat- 
tery. Five models of “jun- 
ior consoles,” standard 
23’s in six models. Also 
deluxe and top-end Drex- 
el-styled 23-inch sets. 
5/23, pg. 1 















MOTOROLA 


Adds 19’s and 23’s while 
carrying over the 17’s and 
21’s in a 30-model black- 
and-white series. Top of 
line is Henredon cabinetry 
series of three models. 13 
color sets round out line. 
5/30, pg. 1 


RCA 





Adds 23’s to 17’s and 19’s, 
including three-model 
group from $189, open list 
upright, wood topped and 
faced lowboys from $259, 
three Heywood-Wakefield 
cabinetry models from 
$495. 6/6, pg. 1 


SYLVANIA 


Its widest line, every size 
of tube, hot prices. TV- 


5 stereo-radio combo at top, 
wW | $598 with remote; 19-inch 
ce portable, $188; with re- 
= mote, $258; low-end 23- 
wi inch console for $248. 


6/13, pg. 1 





21’s, adds 
portables. 
in high- 


Continues 17’s, 
19-inch = slim 
Glareless glass 
end 23’s, more remotes. 
Low ends: portable 19’s, 
$179; table 23’s, $299; con- 
sole 23’s, $279; 17’s, 21’s, 
open. 6/13, pg. 1 





ZENITH 





A 28-model line with $20 
steps. Portable 19’s from 
$159.95, consolettes from 
$199.95, 23’s from $199.95 
with remote units at $299.- 
95. Stereo-theater combos 
(19-inch), $299.95. 6/13, 
pg. 1 


ADMIRAL 





Big 72-model line pitched 


at quality market. Low 
end is bonded 19-inch 
portable ‘“under $200.” 


High end is 23-inch ‘‘Con- 
cert Theater” in $700 
bracket. New remote con- 
trol. 6/20, pg. 2 


HOFFMAN 


Variety of decorator styles 
and optional wireless tran- 
sistor remotes. Table 19’s 
from $198, 23’s from $260; 
lowboy 23’s from $380; 
concert combo 23’s from 
$695 to $1,250 at top. 6/27, 
pg. 8 







DU MONT 





Longest line in history. 22 
combos start with 21-inch 
TV-radio, $329.95, tops is 
color combo at $995. Sev- 
en table model TV, 19-inch, 
21-inch, 23-inch, and 18 
consoles, $249.95-$695. 
7/4, pg. 7 


OLYMPIC 





Stays With High Style 


But new Westinghouse twist bids for portable TV share. New 
console, wild wings eye stereo volume 


The finest in TV and stereo fur- 
niture continues as the driving 
theme behind Westingheuse. The 
Metuchen, N. J., division debuts 36 
TV’s and 23 stereo consoles spread 
over four style groupings: Contem- 
porary, Traditional, Early American 
—and this year adds Far East styl- 
ing. 

In stereo, Westinghouse goes for 
reverbaphonic sound in the high end 
of each of four groupings and is the 
third to feature the new reverbera- 
tion—Philco and Zenith already 
counted. 

The lineup is heavy with remote 
control and AM-FM simulcast tun- 
ers. Radio shows a strong styling 
shot in the arm. 

TV starts with $159 17-inch port- 
ables and a 19-inch portable at $199. 
Table models include two 19’s and 
two 23’s starting at $199 to $249 
with remote control in the 19. 

Consoles total 29 models, all 23’s: 
nine Contemporaries from $269 to 
$550, two have two-button remote, 
four have four-button; seven Tradi- 
tionals from $259 to $550, three hav- 
ing remotes; Early American has 
seven with the same spread; Pro- 


vincial has five models, three with 
remote, from $319 to $550. Three 
are two Far Easts: the Sumatra at 
$339; the Tradewinds, with remote 
at $550. 


Furniture flavor carries well down 
into the line this year. The metal 
19-inch table, called the Trendset- 
ter, will be strongly featured in a 
base merchandising campaign mat- 
ing it to six different period-styled 
bases of genuine wood. 

All 19 and 23-inch tubes are non- 
bonded and Westinghouse is out of 
the 21-inch business entirely. Com- 
bination TV-stereo-radio units at 
$1,350 carry over in each of the 
four basic stylings. 


Console stereo includes 23 units 
from $159 to $800; 16 have AM-FM 
simulcast tuners. There are eight 
Contemporaries, five each in Tradi- 
tional and Early American, three in 
Provincial and one Far East—the 
Singapore. 

The low-end Harwick cracks in 
with, a hot price of $159 for genuine 
wood. In a sharp styling departure 
the compact 26-inch high, fuil con- 


sole has angled sides and its four 
speakers fire at 45-degrees for wider 
stereo. 

In portable stereo, Westinghouse 
has gone wild on speakers. Its high- 
end $199 unit is two separate, lug- 
gage pieces. One is the phono, the 
other a three-part speaker piece 
containing eight-, six- and four- 
inch speakers for each stereo leg, 
driven by 10 watts of music power. 

Stepping down to $179 is another 
wing unit at 10 watts. Detachable 
wings contain a six and a five each 
and the fives can be removed from 
the removable wings. At maximum 
it’s a five-piece unit: Phono plus 
four individual speakers. More con- 
ventional units are at $139, $119, 
$69. And there’s one monophonic 
unit at $39. 


Radio goes strongly into FM, rockets 
to $129 for wood, furniture styled 
AM-FM table models, and includes 
AM-FM at $79 and $59. 

A new  seven-transistor  shirt- 
pocket portable comes in at $34 and 
gift packed at $39. There’s a larger 
six-transistor portable, gift packed 
with travel case and batteries at 
$29 and a seven at $39. Two clocks 
at $29 and $49 and three AM’s at 
$24, $36 and $42, the latter with 
six-inch speaker. 





Magnavox Adds 


Small Combos 


Dropping 17-inch screens and 
switching to 19-inch portable and 
table leaders at $189 and $249, Mag- 
navox for 1961 maintains the policy 
of not starting from scratch with a 
completely new line each year. 

In consoles, Magnavox has re- 
tained 21-inch sets and added one 
lowboy for $219 and one upright 
for $239. Screens on all 21-inch 
models have been redesigned to ac- 
cent the “square look” of the line. 


Having helped alert the industry to 
rewards in combos with a $595 
stereo-theater, Magnavox has added 
more models to an already long 
combo line and cut the width of 
some. For $595, there’s a 23-inch 
stereo-TV AM-FM lowboy in four 
furniture flavors. And for $775 
there’s a 24-inch combo with two 
15-inch speakers and choice of four 
finishes. 

The 23-inch console series starts 
with an upright for $279, moves up 
to a lowboy with remote for $299 
and then up to another lowboy and 
another console, both for $315. 

In the stereo line (Magnavox adds 
to its mix a strong lowend leader 
a one-piece console for $179.95. The 








“2 pipe Ailes i: 
: ; i pig thie Oe EF ce 
HERE’S A SPACE-S 


setup is a big jump to $399 for a 
console with AM-FM, 15-inch 
speakers and side-firing tweeters. 
Other -self-contained models follow 
at $495 and $695, top off with an- 
other at $1,295. 

Never bashful in countertrends, 
Magnavox has brought in a two- 
piece stereo console ensemble with 
12-inch and 8-inch speakers in each 
matching unit for $199. The aux- 
iliary cabinet continues a Magnavox 
exclusive—a large space for record 
storage. The same pair with AM-FM 


VER, one of 
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Magnavox’s shortened combos. 


retails for $299. 

Sidelight of the stereo line is a 
low-priced consolette which breaks 
completely with the “square look.” 
Called “Stereo Symphonette,” it is 
traditional period furniture-styled 
and the cabinet sits up on long deli- 
cate legs. The front of the cabinet 
is short and the sides angle back 
from the front. Speakers are housed 
in the angled sides and tuning knobs 
are placed on the short front. Price 
is $149.50 for mahogany, $10 more 
for other flavors. 





Symphonic: $119 Consoles 


The big switch at Symphonic is to 
a long line of 11 portable phonos, 
backed by an 11l-model push into 
$200 consoles. 

The portable line swings from a 
$19.95 manual monophonic to a $179 
wing speaker model with AM-FM 
simulcast. Stepups are $10 apart up 
to $79. After that, there’s a model 
for $99, one for $119 and others 


for $139, $169 and $179. 
Highlights of the portable line are 
a stereo manual player with two 
detachable speakers for $29.95 and 
the top model which includes a 25- 
watt peak amplifier, a 6x9-inch oval 
speaker in the cabinet, 6-inch and 
314%4-inch speakers in the wings and 
an 1l-inch heavy duty changer. All 
four top models have the new de- 


luxe changer with large turntable. 

In consoles, Symphonic “goes to 
wood” with nine models below $300. 
Top-of-line is an 80-watt peak unit 
for $379—$469 with AM-FM simul- 
cast tuner. Highlight of console line 
is one-piece model with swing-out 
speakers, 20-watt peak, five speak- 
ers for $239. Stepup adds AM-FM 
simulcast for $299. 

The console leader is a 32-inch 
wide one-piece unit with two 8-inch 
speakers for $119.95. Stepup at 
$139.95 has coaxial speakers. 
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Customers See 
New Recession 


Survey finds consumer opti- 
mism in a marked decline, but 
intentions to buy appliances 
are more frequent now than a 
year ago 


And the reason for doubt and 
concern, while widespread, is not 
simple. The University of Michigan 
Survey Research Center inter- 
viewed a representative sample of 
the U. S. population in May and 
found out that the reason is not the 
collapse of “summit” talks nor the 
drop in the stock market. 


The reason for the gloom, according 
to the survey, seems to be that since 
people believe that a recession will 
come sooner or later, they look for 
its signs. “At present, few see such 
signs, but likewise they miss seeing 
signs of a further upturn. This ab- 
sence of stimulating factors makes 
for uneasiness,” say the professors. 
In short, consumers see no new de- 
velopments coming along to boost 
the economy. 


Buying intentions for appliances, 
however, don’t fit the general pat- 
tern of caution and worry. Though 
fewer people than a year ago said 
they plan to buy TV, big cars and 
new homes, more people _ inter- 
viewed in this spring’s survey said 
they intend to purchase durable 
household appliances. Plans _ to 
make improvements, additions and 
repairs to the family home have 
also increased from a year ago. 


Among the favorable attitudes un- 
covered was a slight reduction in 
concern with and fear of inflation 
during the coming year. This happy 
attitude was expressed by all in- 
come groups and was tied in with 
the fact that three out of five people 
felt there would be no change in 
business conditions a year from 
now. And even though expectations 
for “good times” ahead were down 
11% from the February survey, 
still 64% were expecting “good 
times” during the coming year. 


Unfavorable attitudes were ex- 
pressed by three out of five persons 
interviewed who said they felt the 
U. S. would at some time experi- 
ence another recession with unem- 
ployment comparable to 1958. One 
out of six believe the recession has 
already started or will set in very 
soon. Others expect it to begin in 
1961, many more in the following 
years. 


McGraw-Hill Publishes 


Housewares Directory 





And there have been some 
changes made since Associated Pot 
& Kettle Clubs of America turned 
over its famous national directory 
to McGraw-Hill last November. In 
cooperation with Pot & Kettle, EM 
Week’s research department and 
Associate Editor Anna Noone have 
added a 32-page manufacturers’ 
rep section and included market 
studies and figures. Sally Kimball 
was and still is editor of NHD 
which reaches 10,000 housewares 
buyers. Copies are being distributed 
today to exhibitors in Atlantic City. 
Write EM Week to order your copy. 
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Philco Perfects Testing 


Device 


SERVICEMAN USES Philco’s new “Trace’’ and meter to service transistor set. 
“Trace” fits like a pattern over printed circuits, permits easy diagnosis of troubles 
because it color-codes circuit paths and components in Philco radios. 





Sears Defines Problem: 


In refrigerators, customers 
want more size for a dollar, so 
the new Sears catalog pitch- 
es more for a buck 


In the newly issued catalog are 
just eight refrigerator models. The 
opening. spread presents the lowest 
two—a 10.8 and a 12.9—and then 
shoots a whole page presenting the 
salient features of the whole line 
plus this message: “. . . prices in 
1960 are down substantially ... but 
improvements have been added.” 
Then comes the reminder that the 
Sears catalog sales offices show the 
refrigerators and that most of them 
will deliver and install boxes for 
a nominal charge. 


Every refrigerator model except 
the top end shows last year’s price, 
and this year’s price is from $10 
to $60 off. The low end is now 
$169.95 for a 10.8-cubic-foot single- 
door, and just $10 more buys a 12.9- 
cubic-foot box. 


In laundry, Sears offers five 
wringers from $72.50 to $154.95. 
Automatics run in six models (in- 
cluding a_ semi-automatic) from 
$129.95 through $299.95. Dryers 
are $93.50 to $249.95. Sears single 
price concession in laundry is to 
headline the non-suds-saver price. 
And the combo is gone from the 
book. 

There are 33 pages of white 
goods advertising in the new Sears 
winter book. That about matches 
the last book. Even a casual exam- 
ination of the new catalog shows 
new ways of getting emphasis, 
however. 


First stunt is the use of color—A 
blue background on every laundry 
appliance page, every refrigerator 
page. (Sears’ other top hard goods 
line, tools, get red pages.) 

Next is dead-serious, look-at- 
the-whole line presentation. Every 
pair of boxes, for example, gets a 
whole spread—there are no spe- 
cials jammed into a page corner. 





Corning Glass Works Goes 


Into Electric Housewares 


Corning Glass Works, long a 
name in the non-electric, glass 
oven and top-of-range cookware 
(Corning Ware) served notice last 
week that it was coming into the 
electric housewares business—but 
in a limited way. 

Corning showed the press a 10- 
inch electric skillet and a 10-cup 
electric: percolator. Corning’s twist 
is that both items are non-metallic, 
being instead, heat-proof white 
glass called Pyroceram. 


The skillet is a 10-inch “dish” 
which sits on a heating base also 
made of Pyroceram. Heating ele- 
ments are sealed within the base 
which can also double as a warm- 
ing trivet for other utensils. The 
dish can be taken to the table as a 
serving piece, can be shoved into 
the oven for browning, is immer- 


sible, fits any dishwasher—and can 
also go into the freezer without 
danger of cracking. The two-part 
ensemble with see-through top re- 
tails for $29.95. A detachable 
handle which fits all other Corning 
Ware sells for $2.50 extra. 

Corning’s  wide-mouth 10-cup 
perc of white Pyroceram won’t 
take coffee stains, hold coffee oils 
or transfer taste, and it is immer- 
sible once the removable heating 
element-pump-thermostat unit is 
taken out. It has no strength con- 
trols, however. It will sell for 
$29.95 also. 


The two items are not to be con- 
strued as Corning’s first wedge 
into a full line of electric house- 
wares, according to Lee Waterman, 
vice president and general man- 
ager of consumer products. 





LBE Will Hit 
Directly at Gas 


Angle of attack in EEI’s new 
18-month program is “Elec- 
tricity as a fuel.”’ Chief weapon 
is a word fraught with psycho- 
logical overtones: “‘Flameless” 


In a switch from its traditional 
institutional approach to promot- 
ing, Edison Electric Institute last 
week put on its “get tough with 
gas” face as it announced plans for 
its new $2.9 million Live Better 
Electrically Program. 

The push, which will last from 
July, 1960, to December, 1961, 
throws a barrage of psychologically 
aimed arrows at the consumer in a 
battle for her appliance—and, ulti- 
mately, her fuel dollar. 


Why the new approach? R. G. Mac- 
Donald, chairman of EEI’s sales di- 
vision executive committee, ex- 
plained it this way, summarizing 
evidence from EEI surveys: “The 
two segments of our industry who 
carry the ball at the local level— 
the utilities . . . and the dealers— 
both have the distinct impression 
that the gas industry is out-pro- 
moting us at the national level.” 
And by “the gas industry” Mac- 
Donald meant AGA. 


On a national scale, the LBE pro- 
gram will talk the advantages of 
electricity over other fuels. And it 
will talk directly at the housewife, 
who makes most of the purchases 
for the home. Two reasons for this 
tack: LBE plans to (1) Better in- 
form the housewife in her selection 
of appliances and (2) motivate her 
to buy electrically. 

Backing up this national cam- 
paign will be local variations on the 
same theme by the more than 140 
EEI supporting utilities. Sweeten- 
ing the music will be some $10 mil- 
lion, which EEI estimates manufac- 
turers will spend to promote total 
electric living. 


“Flameless” is the fighting word in 
the LBE push. Why? MacDonald 
summarized some of the reasons, 
gleaned from literally reams of re- 
sults from EEI’s surveys: 

“The fact that electricity is 
‘flameless’ is a new thought to the 
housewife . It’s an interesting 
thought . . . an imaginative expres- 
sion of an obvious fact. 

““Flameless’ instantly draws a 
distinction for her between elec- 
tricity and other fuels .. . it gives 
electricity a meaningful exclusive 
competitive position—and makes 
its point quickly. 

“When the woman sees the word 
‘flameless’ in front of electric cook- 
ing, electric water heating, or elec- 
tric clothes drying, three thoughts 
come to her mind: clean, safe, mod- 
ern.” 


Building on the idea of ‘flameless 
electricity,” LBE adopted a copy 
platform that had these objectives: 
e Compete sharply with other fuels. 
e Persuade the housewife that she 
would increase her stature as a 
smart home manager by using elec- 
tric appliances. 
e Project a picture of all members 
of the family living better elec- 
trically. 

In consumer magazines, the LBE 
program will concentrate on “Life,” 
running 15 ads in 1961. 
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in ARVIN Stereo Hi-Fi Portable, 
Mode! 80P78 ... The BSR UA14 
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d Reproduction 


Britain’s finest. 








now advertised in - 
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and other leading magazines 
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. world’s favorite automatic record changers 
. now built into your best-selling American hi-fi lines! 


BSR is the famous “550,000-play” automatic changer which 
has grown from leadership in Britain to become the world’s 
best seller! Dependable! Laboratory-tested through 550,000 
perfect, silent record-changing cycles... performance-proved 
n 25,000,000 hi-fi homes around the world! Look to crafted- 
in-Britain BSR for new hi-fi prestige in the sets you sell. 


- Write for BSR line folder, or for individual specifications 
and performance data on: Automatic Record Changers, Man- 
ual Record Players, Hi-Fi Cartridges and Tape Decks. 


- See BSR changers in these and other fine high fidelity in- 
struments at the NAMM Music Industry Trade Show...Suite 
971, Palmer House, Chicago. 


MANUFACTURED IN GREAT BRITAIN BY as 


BIRMINGHAM SOUND REPRODUCERS LTD. 


OLD HILL, STAFFORDSHIRE. ENGLAND 


(COSA) LIMITED cotttce rons son. y 


* 910 BLEURY ST 


* MONTREAL 
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MODEL 1720R READY NOW! Besides REVERB has a five-speaker stereo sound and 
amplifier system. Two speakers with matching grille cloth play inside—or outside—for 
up to 30 ft. of separation! Lightweight tone arm and dual sapphire needle. 45-RPM 
spindle and tape input jack. Provision for drop-in, play-in AM-FM tuner. Mahogany-, 
walnut- or maple-finish cabinets. 


EXCLUSIVE PHILCO ADVERTISING CAMPAIGN 


Only Philco gives you the drawing 
power of famous PATRICE MUNSEL 
to pull customers into your store! 


















uz Complete national and local ad campaign! In leading national magazines 








DEALER ADS customers into your store for a Philee REVERBaphonic Sound System 
BANNERS demonstration! And when they come in, there’s Miss Munsel in your 


— local newspapers — even musical mailers — Patrice Munsel will invite 


































window — on your sales floor — in life-size, lifelike full color! Get in on 
this nationwide Phileoo REVERB promotion! It’s ready now! 

Call your Phileco Distributor today! Don’t miss seeing and hearing Philco 
REVERB at your Distributor’s, or at N.A.M.M. Show Space 411-412. 























TIE IN! BUY INI AND YOU'LL SELL RIGHT NOW! 







JULY 11, 1960 




















Ready now for immediate delivery! 
‘The newest, most exciting sound in music! 


REVERB! 


The new dimension in sound 
...the step beyond stereo! 











Another Philco exclusive... 
Patrice Munsel is ready to help you sell the 
Philco REVERBaphonic Sound System now! 


The new Phileo REVERBaphonic Sound System makes any record—monaural, 
stereo—even old 78’s—sound thrillingly different—alive!—new! m No new records 
to buy! @ New Phileco REVERBaphonic Sound System transforms AM/FM and 
tape! m Exclusive REVERB Demonstrator lets you show customers the living 
difference right on your sales floor.™ Turn on REVERB and the walls seem to 
roll back. @ Customers will literally leap with amazement! @ It’s the most de- 
monstrable feature in phonograph history! @ And you can deliver Philo REVERB 
right now! No waiting, no delay! 
AND THAT'S NOT ALL! 

Philco backs REVERB with an all-out national and local TV, magazine and 
newspaper promotion! Tied right to your store! See details on opposite page. 
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Br RE, Oe 
MOST EXCITING “DEMO” EVER! No more fuss- TURNS YOUR STORE AND YOUR CUSTOM- CONTROL PANEL HAS EXCLUSIVE REVERB 
ing with acoustical backdrops, no more special ER’S ROOM INTO A VAST CONCERT HALL! DIAL WITH 4 DEGREE SETTINGS! Custom- 
floor arrangements. With this remote control Philco REVERB rolls back the walls! Even a blend your own REVERB. It’s so easy! Unique 
it’s “push-button” easy to demonstrate Philco small room becomes a ballroom with REVERB. control knob lets you add as much or as little 
REVERB anywhere in your store. It’s an Your customers have never heard anything REVERB as you want. There’s absolutely 
almost unbelievable musical experience! like it. They must hear it to believe it! nothing like it! And it’s ready now! 


READY FOR IMMEDIATE DELIVERY 


SEE IT **x**x HEAR IT «xx BUY IT 
AT YOUR PHILCO DISTRIBUTOR'S 
® 


OR AT N.A.M.M. SHOW SPACE 411-412 ES Famous for Quality the World Over 
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ASSOCIATION NEWS 


John A. Miguel Jr., Zenith Sales 
Corp. executive, was elected first 
vice president of the International 
Trade Club of Chicago. The organi- 
zation has a membership of 700 ex- 
port executives from the Midwest, 
the East Coast and overseas. 


The National Retail Merchants 
Assn. is going all out to get out the 
vote in this fall’s election. Alfred C. 
Thompson, president of the associa- 
tion, has urged retailers of the 
11,500 member stores to cooperate 
fully in the campaign, “as the 
greatest single service you can per- 
form in this decisive year.” 


The Institute of High Fidelity Man- 
ufacturers has formed an industry 
promotion committee, with Arthur 


M. Gasman as chairman. When 
speaking of the purpose and func- 
tion of the committee Mr. Gasman 
stated, “Our responsibility to both 
the public and the manufacturers 
is to clear away the confusion that 
has grown up and to develop means 
of identifying quality components 
manufactured by members of the 
IHFM so that the public will know 
what it is buying. In short our task 
is to educate and inform the Amer- 
ican consumers of the merchandise 
best suited to their needs and to 
publicize the retail sources so that 
they may avail themselves of the 
opportunity to acquire these fine 
instruments.” 


The Household Refrigerator and 
Freezer Section of the National 
Electrical Manufacturers Assn. is 


sponsoring a nationwide promotion 
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campaign with “Supermarket in 
Your Kitchen” as its theme. Many 
of the materials in the promotion 
package are being offered at cost 
to power producers, appliance 
dealers, supermarkets and packers. 


Ernest Hodas, president of Auto- 
matic Service Supply -Co., was 
elected president of the National 
Appliance Parts Manufacturers 
Assn., a group formed in 1958. 


Creighton Johnson, manager of the 
appliance department of Emigh 
Hardware, has been elected presi- 
dent of the Sacramento Valley 
Electric League. Other new officers 
of the group, made up of appliance 
dealers and utility men in the 
Sacramento area, are: Myles Myers, 
vice president, and Harry O’Laugh- 
lin, secretary-treasurer. 
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DONE 
AGA! Ni 


FROST-CLEA 
PRICING | 


You know how Gibson’s top-mount 2-door 
smashed the artificial price barrier, and 
built a gigantic new market for Gibson 
Dealers. Now it’s happening again—with 
the sensational Frost-Clear 165 bottom- 
mount, aimed at the profitable other half 


of today’s 2-door market. 


Your future is in Frost-Clear, and only 
Gibson gives you such tremendous values. 


NUMBER ) 3 IN A SERIES 


OF WEEKLY GIBSON MESSAGES 
TO ALL APPLIANCE DEALERS 














A complete line of Frost-Clear freezers and 
2-door combinations, with Gibson’s exclu- 
sive single-coil evaporator system. Here is 


a system engineered for simplicity and 
service-free performance. A system that 
Gibson to bring you Frost-Clear 
products at realistic prices—prices that 


enables 


open up your market for volume Frost- 


Clear sales. 


MOVE MILES AHEAD IN reosr-cusan Jf 


get going...get 




















Model 165 Deluxe Frost-Clear combination special 

Giant 16.5 cu. ft. Separate temperature controls 

tor freezer and refrigerator. 162 Ib. freezer section. 
Adjustable shelf. Pres-Toe door opener. 

New blue porcelain interior. Right and left hand door models. 


Liason 


Gibson Refrigerator Division of HUPP Corporation, Greenville, Michigan 
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DISTRIBUTOR 
APPOINTMENTS 


WELBILT AIR CONDITIONING & 
HEATING CORP.—Universal 
Appliance Sales, Inc., Boca Rat- 
on, Fla. 


MAJOR INDUSTRIES, INC.—AI- 
bert Weiss, Overbrook Hills, 
Pa., (as representative for “Nau- 
tilus No-Duct Range Hoods” in 
the Middle Atlantic States). 


OLYMPIC RADIO & TELEVISION, 
division of Siegler Corp.—Elec- 
tronic Supply Company, Mit- 
chell, South Dakota. 


HAMILTON MANUFACTURING 
CO.—Dean Distributing Co., 
Inc., Portland, Ore. 


DIEHL MANUFACTURING CO., 
subsidiary of Singer Manufac- 
turing Co.—As representatives: 
William F. Bishop, Atlanta, Ga.; 
Charles M. Furman, Jr. & 
Assoc., Charlotte, North Caro- 
lina; Campbell-Rennebohm As- 
soc., Minneapolis, Minn.; Ed- 
ward D. Wirth Sales Co., 
Chicago, Ill.; J. A. Noser, Clay- 
ton, Mo.; W. D. Price, Kansas 
City, Mo. 


AMANA REFRIGERATION, INC.— 
Foster Distributing Co., Inc., 
Louisville, Ky. 


O’KEEFE & MERRITT CO.—G. P. 
Derickson Co., Minneapolis, 
Minn. 


QUICKFREZ, INC.—As representa- 
tives: James L. Griffith, Nash- 
ville, Tenn.; Gordon E. Wilkins, 
Van Nuys, Calif.; Andy Hynes 
Jr., Washington, D. C.; John J. 
Feeney, Utica, N.Y.; Phil Tor- 
rey, Omaha, Nebr.; Robert 
Amento, Council Bluffs, Ia. 


SLATER ELECTRIC & MFG. CO.— 
As agents: Richards A. Esterle, 
Louisville, Ky.; E. F. Lombardi 
Co., Charlotte, N.C. 


GREENTREE ELECTRONICS 
CORP.—As representatives: 
Shalco, Inc., Ferndale, Mich.; 
Henry D. Sarkis & Assoc., Chi- 
cago, Ill.; Hy Mates Co., Pitts- 
burgh, Pa.; Sid N. Cottin Co., 
Great Neck, N.Y.; J. C. Merican 
Co., N.Y.C.; E. Colman & As- 
soc., Los Angeles, Calif. 


SYLVANIA HOME ELECTRONICS 
CORP., subsidiary of General 
Telephone & Electronics Corp. 
—Tryman Distributors,  Inc., 
Milwaukee, Wisc.; Femco, Inc., 
South Bend, Ind. 


UROPA INTERNATIONAL INC.— 
Appliance Merchandising Corp., 
Long Island City, N.Y.; Empire 
Sales Corp., Seattle, Wash.; Re- 
frigerator Rebuilders, Los An- 
geles, Calif.; Remlee Sales Corp., 
Pittsburgh, Pa. 


HARRY C. WEISKITTEL CO., INC. 


inc. 
“Real 


—Stylecraft Distributors, 
White Plains, N.Y., for 
Host” built-in ranges. 


RADIO CORPORATION OF AMER- 
ICA—For sound equipment: 
Richards Co., Kansas City, Kan. 


REEVES SOUNDCRAFT CORP.— 
As export distributor: M. Sim- 
ons & Co., New York, N.Y. 











ArabianPrince Awards 


Kelvinator Distributor 


Rashid Zayani (at left in picture 
at right), managing director of A. 
A. Zayani & Sons, Kelvinator dis- 
tributor, receives a first-place tro- 
phy for appliance displays at the 
Bahrain Trade Fair from H. E. 
Shaikh bin Salman _ Al-Khalifa, 
son of the ruler of the tiny Arab 
state. Bahrain, an island off the 
coast of Saudi Arabia in the Persian 
Gulf, is the home of 3,000 American 
and British families centered around 
the large oil refinery of the Bah- 
rain Oil Co., a U.S.-owned firm 
registered in Canada. The climate 
is noted for heat and humidity, so 
naturally, the Kelvinator display 
included refrigerator-freezers, room 
air conditioners and water coolers. 
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Remember! Motorola’s new Harbinger 
TV ideally proportioned to fit the room arrangement instead 
of making the room fit it. So... 


Wait! The big design news in stereo hi-fi is also coming 
from Motorola—in August! 
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series is the first 
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DATELINE EUROPE: 


By LAURENCE WRAY, EDITOR 


Aided by a whopping govern- 
ment subsidy and a _ virtual 
closed door on imports, French 
appliance manufacturers aim 
to build on a thriving domes- 
tic business 


With its flourishing domestic 
market providing a sound basis for 
expanding production, France has 
been bitten hard by the export bug. 
With her own borders, like those of 
Italy, virtually closed to imports, 
she is nevertheless making deter- 
mined efforts to sell her products 
to neighboring countries whose 
own products she is unwilling to 
admit. And the French government, 
through whopping export subsidies 
to its domestic manufacturers, is a 
powerful partner in the process. 
This happy “one-way-street” of 
export-import affairs, of course, 
cannot last indefinitely. As _ the 
gradual lowering of tariffs and 
quotas progresses within the Com- 
mon Market community, France, 
too, will be forced to liberalize its 
imports from other European coun- 
tries. A token liberalization was 
put into effect recently (January 
1, 1960) in the case of refrigerators. 


France now permits the import of 
refrigerators, as long as the com- 
pressor is made in their own coun- 
try. So a German refrigerator man- 
ufacturer, for instance, desirous of 
cracking the French refrigerator 
market, must first import compres- 
sors from that country (made by 
Unite Hermetique, a Tecumseh li- 
censee), install them in his own 
cabinets and ship them back to 
France where they then qualify as 
“French” refrigerators and avoid 
import quotas and stiff tariffs. 

Actually, both France and Italy 
only began to export their appli- 
ance products in the late 50’s. Their 
total business being only about 10 
years old, together with the need 
to take care of the voracious demand 
for their products in the domestic 
market, effectively forestalled any 
ambitious export plans. 


In 1957, according to M. Bernard 
de Rouvray, secretary-general of 
the Chambre Syndicale Nationale 
des Constructeurs de Materiel Fri- 
gorique Francais, French refriger- 
ator export amounted to a paltry 
1,250 units, together with a few 
hundred compressors. Even these 
were bulk shipments, rather than 
sales to the free zone. 


But in 1958, 15,000 refrigerators 
were exported, chiefly to Belgium. 
Italy, Yugoslavia and Portugal, to- 
gether with over 70,000 compres- 
sors to Germany, Italy and Brazil. 
In that year, French refrigeration 
exports comprised only 2.2% of 
total refrigerator production and 
8.3% of compressor production. 

Again in 1959, however, exports 
of refrigerators jumped to 52;000 
units (chiefly afl Benelux, Italy, 
Great Britain G and 
exports of compressors hit 160,000 
units, again chiefly to Germany, 
Italy and the Benelux countries. In 
other words, refrigerator exports 
in *59 rose to about 7.5% of total 
output and compressors to about 
22% 
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France Gets into the Trade Act— 


This year, according to M. de Rou- 
vray, exports should double again 
—100,000 refrigerators and over 
300,000 compressor units—so the 
French refrigeration export pro- 
gram is beginning to roli into high 
gear. Much of this progress was 
achieved through the formation of 
an export organiztion in early 1958 
called ‘“Frigexport,’ designed to 
help French manufacturers over- 
come technical problems, find dis- 
tributors abroad and brief them 
on international pricing practices. 
Again, the latent export marketing 
possibilities provided by the Com- 
mon Market, proved a potent stim- 
ulus to action, as well as the gov- 
ernment subsidies. 


FA ; 
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To date, about 15 of the larger 
French refrigerator manufacturers 
are participating in the export pro- 
gram. They include such  well- 
known French brands as Frigeco, 
Frimatic, Arthur Martin, Diener, 
Satam, Conrad, Caddie, Newcold, 
Decco, Philip Vedette and Electro- 
lux. To these must be added the 
more familiar names of Frigidaire, 
Gibson, Kelvinator, Admiral, Norge, 
General Electric and Hotpoint and 
a smattering of German and Italian 
producers such as Siemens, Linde, 
Bosch, AEG, Atlantic, Zoppas, 
Yuman, Bauchnecht and others. 
But to compete with admittedly 
lower German and Italian produc- 
tion costs, French refrigerator 
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There’s no TV 
quite like 





manufacturers have been given a 
sizable assist, in the form of a 40% 
export subsidy, by the French gov- 
ernment. The Italian government 
grants its refrigerator exporters a 
20% subsidy, too, but their manu- 
facturing costs are about 6% lower 
than those of Germany, for in- 
stance, so that both France and 
Italy are in a preferred position to 
invade the German market—much 
to the distress of the Germans. 

What’s more, both France and 
Italy keep their own borders rela- 
tively closed to German imports— 
a situation that should generate a 
lot of fireworks at the next meetings 
of the six-nation Common Market 
countries. 
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MODEL 1919 

Vinyl-covered aluminum 
carrying case 

comes in tan and gold, 
black and silver, 

white and gold. 


From the all-new 19-inch* portable 
the most sale-able 


The inside story tells you why. You can see at a glance how 

















Hoffman has engineered the service problems out of TV. The 


1919 chassis is designed for effective heat dissipation, it is com- 


' pletely hand-wired and has a full power transformer—as do all 


1961 Hoffman TV sets. The bonded-image 19” 


and 23” 


picture 


tubes* have no corner-cutting masks or dust-collecting faceplates 


—are virtually distortion-free. 


*diag. meas. 
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Manufacturers Push Exports 


Here’s how the situation works out 
in practice, according to one prom- 
inent German refrigerator manu- 
facturer, who prefers to remain 
anonymous: 

“A leading manufacturer of 
French refrigerators,” he observed 
sadly, “is currently selling a 135- 
liter capacity model on the French 
market for about $156, which is a 
sensationally low price by French 
standards. But look what happens 
when the manufacturer exports 
that model to Germany. First, they 
deduct the dealer’s 25% margin, 
leaving $117; then 10% from the 
exporter because he renders no 
service, leaving $105; then they de- 
duct the 24% for incidental taxes, 








MODEL SP3833 


which brings the price down to $72 
delivered in Germany. So the same 
refrigerator that sells for $156 on 
the French domestic market costs 
the German importer only $72. 
That means with a small markup 
the big retailers in Germany can 
undercut German manufacturers’ 
prices by a good 20%. 

“Comparable brands of German 
refrigerators cost about $100 on the 
German domestic market, but if we 
were permitted to export them to 
France we could deliver them to 
French dealers for as little as $76. 
But France won’t let us export to 
them unless the refrigerators are 
equipped with French compres- 
sors.” 


As we have already noted, this 
“one-way street” of French exports 
has aroused the competitive ire of 
German refrigerator manutacturers 
and there is a good deal of talk 
about taking the matter up with the 
Common Market authorities. But 
when you query them on this point 
they are liable to shrug their 
shoulders and point out that the 
German government may not nec- 
essarily represent the best interests 
of German industry because poli- 
tics comes first. Meaning that Ade- 
nauer may not wish to annoy de 


Gaulle, whose firm stand on the 
Berlin question is of paramount 
importance. 


Incidentally, the preferential po- 








Hoffman Continental Deluxe 
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Hoffman Continental Custom 


...to the most automatic remote... 
line ever built! 
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people to Paris. Want to come 
along? See your Hoffman 


distributor and see how easy it is! 


You just push the button to prove it’s true. Hoffman’s new 
wireless Vanguard Remote Control turns the set on and off, 
changes channels, changes volume, mutes all sound—even lets 
you zoom in for a close-up on model 3853! And features 
don’t end with this remarkable remote. You get pre-set fine tun- 
ing, a built-in LiteScope that automatically adjusts brightness... 
every feature you could possibly want...styled in fine furniture 


Want to go to Paris? 


Hoffman’s sending over 2,000 
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This is the eighth 
in a series of arti- 
cles written by 
EM Week Editor 
Laurence Wray 
while on a six- 
week visit to 
Europe. 





WRAY 


sition France enjoys in its export 
business would seem to be high- 
lighted by a single instance: It is 
reputed that Quelle, the Sears, Roe- 
buck of Germany buys its refriger- 
ators from Frigeco of France and 
its automatic washers from Laden 
of France, both leading producers 
in their respective lines. They are 
produced as private-brand mer- 
chandise, of course, under the Quelle 
name, but the substantial volume 
of business the company enjoys at 
highly competitive prices would 
seem to lend credence to the French 
competitive export price advantage. 

Neckerman, another big mail or- 
der house in Germany, may also 
buy in France, but we were not 
able to establish any connection. 
German refrigerator manufacturers 
pointed out wryly that with 
France’s low export prices, Quelle 
could even re-export units to their 
country of origin and make a profit. 


One other lift the French govern- 
ment gives to their refrigerator 
manufacturers is an annual sub- 
sidy of $1,250,000 if the companies 
will move out of the crowded Paris 
area where there is no room for 
expansion and where the industry 
is too generally centralized. 
Summing up France’s 
import. situation, the 
points might be made: 


export- 
following 


(1) France is concentrating on 
building up its domestic market in 
an attempt to achieve production 
costs as low as prevail in Italy and 
Germany. In the past 10 years 
those costs have been consistently 
driven down. In 1952, for instance, 
domestic refrigerators cost $105 
per cu. ft., dropped to $76 per cu. 
ft. five years later and are well 
under that figure today, although 
no official figures are yet available. 
Higher French prices, in compari- 
son with other European manufac- 
turers, stem from higher prices for 
raw materials (except sheet steel); 
high French power rates; high sales 
taxes (27%); higher wage rates 
and social security charges. 


(2) France has made reductions in 
its import duties, but is playing for 
time until its domestic production 
is completely competitive on prices. 
Minimum duties on U. S. exports to 
France are 15% for complete re- 
frigerators; 18% for cabinets, plus 
3% ad valorum based on customs 
charges. 


(3) The high French sales tax, 
since it is not applied to French ex- 
ports, but is added to imports, 
should not affect adversely French 
hopes of becoming a major com- 
petitive factor in the Common 
Market community. 


(4) A business that was almost en- 
tirely import has now become one 
of local production and the target 
for exports have been exceeded 


You can even look for a token in- 
vasion of the U. S. 
very long. 


market before 











PEOPLE in the 


BSR (USA) Limited—Donald G. 
Clarke has been named president 
of the U. S. sales organization for 
Birmingham Sound _ Reproducers, 
Ltd., of England. The Long Island 
company has recently changed its 
name from Discus (USA) Incorpor- 
ated in a move to identify itself 
more closely with the operations 
of its British source of supply. 


Carrier Corp.—Four men have been 
elected executive vice presidents of 
the corporation: 

Russell Gray will be president of 
Carrier Air Conditioning Co., a 
newly formed division of the cor- 
poration. The division will be re- 
sponsible for businesses now 


conducted by the Machinery and 
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Childers 
of Kelvinator 


Systems and Unitary Equipment 
divisions. 

Charles V. Fenn, as assistant to 
the president, will direct certain 
staff groups of the corporation, in- 
cluding those dealing with engi- 
neering, manufacturing and mar- 
keting. 
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Clarke 
of BSR 


Fenn 


(USA) of Carrier 


Melvin C. Holm will serve as 
chairman of the corporation’s plan- 
ning committee and assistant to the 
chairman of the board, as well as 
continuing as chief financial officer. 

Walter Steitler will direct the op- 
erations of Elliott Co. and Carrier 
Research and Development Co. 








THE INCOMPARABLE 


The Prestige Franchise of the Industry! 





Superb sound is wedded to fine furni- 
ture in two great collections. The 
Signature Series is distinguished by 
the superb cabinetry of famed Tom- 
linson of High Point. The Panamuse 
Series offers legendary Capehart 
quality in fine furniture at moder- 
ate prices. 

Each collection represents the ul- 
timate in stereophonic high fidelity 
and television instruments. 

The pulling power of a great 
name, the fine quality of the instru- 
ments themselves, the national ad- 
vertising, and full-profit protection 
for you, make Capehart the most 
valuable Prestige Franchise in the 
industry. Exclusive dealerships are 
available in some areas. For details, 
write to: 


A 
Richmond Hill 18, N. Y. 


SEE CAPEHART AT THE MUSIC SHOW! PALMER HOUSE, CHICAGO, JULY 10-14, SUITE 409 





® 
























+ 





Gray 
of Carrier 





Thompson Ramo Woolridge Inc.— 
Dr. Ralph P. Johnson has been ap- 
pointed vice president in charge of 
the company’s five electronics di- 
visions. He formerly was general 
manager of Ramo-Wooldridge Di- 
vision. Milton E. Mohr, former op- 
erations vice president of that di- 
vision, will succeed Johnson. 


Whirlpool Corp.—Three men have 
been named to new positions with 
the company. Robert P. Lewis will 
head a new distributor development 
department. He will be responsible 
for management and _ operations 
training activities for wholesale dis- 
tributor personnel. Whirlpool has 
not yet named a man to succeed 
Lewis as director of customer qual- 
ity and services. He will be re- 
sponsible for customer quality as- 
surance—in other words, assurance 
that the customer is satisfied with 
every part of her new appliance, 
from original design to installation 
to follow-up servicing—as well as 
for Whirlpool’s entire servicing op 
eration. 

Glenn R. Willis will succeed 
Smith as general manager of the 
company’s service centers. Up to 
now, Willis has been production 
planning coordinator in the market 
research department. 


Kelvinator—George H. Childers has 
joined Kelvinator as room air con- 
ditioner sales manager. For the past 
two years Childers has been gen- 
eral manager of the room air condi- 
tioner department at Chrysler Air- 
temp. Before then he was merchan- 
dising sales manager for Emerson 
Electric in St. Louis and design 
engineer for York. 





LETTER to the Editor 
He Hit the Nail 


EDITOR, EM WEEK 

Congratulations for printing the 
letter of Mr. L. P. Zachary, Wades- 
boro, N. C. (EM Week, June 27, 
page 7). 

Two things are ruining the ap- 
pliance industry. Mr. Zachary has 
hit the nail squarely with respect to 
the service side in a good 80% of 
the makers. As for labor allow- 
ances for “in warranty” repairs— 
soon the manufacturers must awak- 
en to the fact that it is now 1960, 
not 1929. 

“Good Service” is scarce and 
must be paid for; service data must 
be cheerfully given and not sold to 
the repair agency. 

The other reason is the short- 
sightedness of dumping to the dis- 
counter, who gives only lip service 
to “Service.” 

HENRY F. BOEHM JR. 
MIDDLEBUSH ROAD 
WAPPINGERS FALLS, N. Y. 


EM Week welcomes expressions of 
opinions from its readers for publi- 
cation, subject, of course, to final 
editing and approval by editors. 
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RADIOS 
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3 CLOCK-RADIO 
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EBAM-FM Masiphonic’ , 


lowest price ever for 
AM-FM radio with AFC 


e@ Another General Electric first at a new low price! AFC 
for accurate, drift-free reception. New FM chassis is 
twice as powerful as many competitive FM sets. Musa- 
phonic tone...a General Electric exclusive...gives extended 
resonance and finer tone quality. 5%-inch Dynapower 
speaker. Seven tubes plus rectifier. Slide-rule, vernier tun- 
ing. Push-pull on-off volume control. Fully molded cabinet 
...looks good from any angle. Cocoa and beige. 










with sleep switch! 


@ For the first time at this low price, a fully-automatic 

General Electric Clock-Radio! Lulls you to sleep, turns 

itself off. Wakes you to music and/or buzzer alarm. Lever 

control knobs for ease of operation. Clock crystal is re- 

movable for cleaning. Printed circuit chassis. 4 tubes plus 

rectifier. Choice of antique white or pink at no extra charge 
. another first-time feature in a price leader. 
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Model T170 











@ New radios from General Electric with all the features 
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Model C425 












New Snooz-Alarm® Clock-Radio with easy- 


to-use “piano key” pushbutton controls. Famous Musaphonic tone...a G 


Sleep switch, automatic wake-up-to-music 
or news, Snooz-Alarm buzzer and appliance 
outlet. Dial Beam vernier tuning. Choice of 
antique white, rose beige and 
white, or turquoise and white. 


vernier tuning. Big 5%-ineh sp 


na. Choice of mocha and beige, 


$3995" 


or wedgwood blue and white. 








Model T165 


New Musaphonic® Radio at a low price. 
tric exclusive. Lighted slide rule dial with 


pull, on-off volume control, ferrite rod anten- 


$2995" 


your customers want...at new low budget prices! Bigger- 
than-ever factory-paid advertising includes national mag- 
azines, Sunday supplements, fifty-one market newspaper 
campaigns, and the award-winning G-E College Bowl 
weekly television program on 144 stations. See the com- 
plete line of General Electric radios at the National House- 
wares Exhibit in Atlantic City, July 11-15. 


Manufacturer’s suggested retail price. Slightly higher West and South. 
90-day warranty on both parts and labor. 
Radio Receiver Depar tment, Utica, Neu 


General Electric Company, 
k- 
rk. 
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Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 
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| SPECIALIZATION V-M concentrates on just one 


portion of the electronics industry—Sound Reproduction! As the manu- 
facturer of precision record changers, phonographs and tape recorders, 
we have attained our brand reputation through consistent research re- 
sulting in products of character which accomplish their purpose and 
accomplish it well. 


2 BRAND NAME ACCEPTANCE 


For many years the V-M Corporation brand name has been exposed to 
your prospects and customers. Discerning music lovers know that V-M, 
“Voice of Music’’ products meet and exceed their individual standards 
and requirements. Demand for the prestige benefit of the V-M brand name 
is a result of the confidence of dealers and the satisfaction of customers. 
These are the watchwords which V-M Corporation heeds most stringently. 


hive Reasons 3 QUALITY OF PRODUCT ouaisy conse a 


every step of the manufacturing process results in the greatest honest 
y’ value it is possible to produce in any price range. Only selected compo- 


nents and choicest of coverings and wood finishes are used in V-M 


Th ° fz d k products from superior performing portables to magnificent consoles. 
lS £FAQCMar 





the oice 





Means 4. STYLING 


furniture design is evidenced in the award-winning V-M Model 1002— 


Business the ‘Stereo/Fidelis’ (. . . the recipient of the Certificate of Exceptional 


Merit from the Mahogany Association, Inc.) This is typical of the man- 


Recognition of fine- 


ner in which V-M achieves perfection in all of its products. Other V-M 
consoles carry the coveted tags indicating certification by and compliance 
with the rigid requirements established by the Mahogany Association 
Inc., the American Walnut Manufacturers Association and the Fine 


Hardwoods Association—further dramatic proof of innate V-M quality! 


2) ADVERTISING a5 $ 


To support V-M dealers and inform consumers is a V-M first principle. 








Extensive V-M coverage is found in national magazines, newspapers, 


billboards from coast-to-coast and on radio and TV. 


LISTEN! STIRRING SOUNDS OF SALES SUCCESS FOR YOU! 


of Music’ 


* Diversity of Line « Distinction of Design ¢ Quality of Performance 


the oice 





V-M CORPORATION * BENTON HARBOR, MICHIGAN 


World Famous for the Finest in Record Changers, Phonographs and Tape Recorders 
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How Do You Handle Program Advertising? 


It’s something dealers have to 
face almost every day. Some partic- 
ipate generously. Others go in 
grudgingly on a minimum basis or 
anonymously. And a few flatly re- 
fuse to take part. But they have one 
thing in common, according to a 
check among a cross-section of re- 
tail stores: They’re not sure if their 
solution is the right one. 

The owner of a medium-sized 
store observed wryly, “This whole 
business of advertising in programs 
adds up to $400 or $500 a year. But 
the way I look at it you haven’t 
much choice. Most of the time the 
person who comes to see us is a 
good customer and so we go along 
with it.” 

There’s never been a _ reliable 
estimate about how much money 
American businessmen spend on 
this kind of advertising. But the 
limited survey mentioned above 
shows the average cost per subur- 
ban merchant is about $200. 


“How much can I afford?” is the 
question this whole business re- 
solves down to. Clearly, if a busi- 
ness owner felt that program ad- 
vertising had any value—other 
than that of contribution—he could 
decide very quickly what it was 
worth and how much he could budg- 
et for it. 

But not many store owners think 
program advertising brings them 
much in the way of business. Look 
at any program and you'll see sev- 
eral ads that say “Compliments of 
a Friend”’—just stores standing up 
to be counted. Hardly an aggressive 
advertising attitude. 

A few of the more progressive 
merchants answering survey ques- 
tions said, “Well, as long as I’m 
paying for this ad, I might as well 
get the best possible return.” 

And that’s the attitude you’ll have 
to take before you can build a real- 
istic approach to program ads. 


There are two ways program adver- 
tising can work for you: (1) As a 
way of letting the community know 
you’re a good neighbor, a coopera- 
tive member of the town, interested 
in its many projects; and (2) As a 
medium for local promotions. Or, 
if not for a special push, at least 
for telling your neighbors who you 
are, where you are, what you sell. 

So, the reasonable answer is to 
budget for program advertising, 
setting aside a part of your regular 
ad expenditures. But you still have 
one problem ... 


“What’ll I say to the guy who comes 
in asking for money?” And again, 
there’s a practical solution. Each 
retailer has to set a program adver- 
tising policy, a statement of prin- 
ciples, against which he can evalu- 
ate each solicitation. If you draw 
up your policy properly—with an 
eye to how much you can spend 
and still participate on a reasonable 
basis—you’ll not only keep out of 
trouble, but will be able to use the 
medium for aggressive promotions. 


Here are three policies that worked 
for three different retailers. Maybe 
they won’t serve your purposes, but 
they’re offered as guides on how to 
approach the problem. 


A small town merchant, after many 
years of floundering, decided he’d 


























better set down some principles to early that it would be the target in a small suburban town realized 
limit the flow of dough into pro- for every souvenir program project in short order it couldn’t afford to 
gram ads. So he came to the con- in the area. So it established a budg- advertise in all the fund-raising 
clusion that he would limit his par- et and set up a policy that stated, projects that went on in the com- 
ticipation to programs originating first, it would support only those munity. So, arbitrarily, the owner 
in his own town of 7,000 people. He solicitations which were in the in- decided that if the money were be- 
would not consider any coming from terests of charity or education; sec- ing raised in behalf of the town’s 
beyond the town’s limits. ond, set up geographical limits to youngsters—Little League, high 
He also decided he would partic- define the dividing line between school band uniforms, scholarships, 
ipate only in programs of a civic those solicitations it would consider Scouts and so forth—he’d take an 
nature, for instance the school year and those it would not. advertisement. On others, he’d pass. 
book, telephone book cover by a Furthermore, it put its policy in Even more important than the 
women’s league, hometown recipe print so each and every program kind of policy you set up is this: 
book by another women’s club. If advertising solicitor could see it and Once you’ve got one, stick to it. 
the project were for private profit quickly determine whether or not Unless, of course, you want to 
or for the gain of a private, select his project met or failed to meet broaden your original policy to take 
group, his answer would be “no.” requirements. care of new exceptions. That way, 
you can always back up your “no” 

A large suburban store recognized A small plant that recently opened with an unswerving set of rules. 




































































Priced from $199.00 to $399.00 


True consoles —not portables. The greatest step-up line ever presented, avail- 
able in ebony, walnut and mahogany finishes. 


NEW FROM ESTEY! 


The ultimate in quality console electric chord organs, with exclusive sales features 
that makes this the MOST SALEABLE LINE IN THE INDUSTRY. 


e Lifetime tuned solid brass reeds e 40 button chord section 
e Full size keys ¢ Patented electronic amplifier and vibrato 
e Exclusive electronic balance control 
BACKED BY THE MOST COMPREHENSIVE LOCAL DEALER 
ADVERTISING EVER OFFERED! 








Estey Electronics, Inc. 
Mfg. of Electronic, Reed, and Chord Organs 
Torrance, Calif. 


NAMM MUSIC SHOW DISPLAY 
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List may save dealer plenty of 
time, headaches as he plans 
this year’s schedule 


The dealer who checks his vaca- 
tion plans against these 18 ideas 
can get the job done more quickly 
and come as close as possible to 
making everyone happy. The rules 
are simple. 


Start planning early: Last year’s 
vacation schedule can be the basis 
for advance planning. A review will 
remind you of the problems that 
developed and help you find solu- 
tions so the problems won’t be re- 
peated this year. 


Set total vacation period: Set aside 
a certain period of the year for 
vacations. Normally, you will want 
a time that won’t interfere with 
business, so take school vacations 
and personal interests of the em- 
ployees, such as the hunting and 
fishing seasons, into consideration. 


Establish rules: Many problems will 
be eliminated when you have a set 
of rules. A complete set should 
cover such areas as qualifications 
for vacations, rules on leaving early 
or returning late from vacations 
and rules for settling disputes about 
preferred time. 


Vacation signup: Permitting em- 
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Be Prepared: 18 Ideas For Vacation Planning 


ployees to pick their own favorite 
times will save a lot of work and 
worry. Most employees will appre- 
ciate the fact that they have a voice 
in choosing their vacation time. 


Post vacation schedule early: Your 
employees want to make plans, so 
post the schedule as soon as the 
dates have been set. 


Split vacations: Some employees 
appreciate this setup. They can 
have one week early in the vacation 
period and another later in the year. 
And it will save you some expense 
because you can get by better for 
one week at a time without replace- 
ments than you can for two. 





EXTRA VALUES... STEP-UP PRICING... ALL 


()] WORLD'S LEADER 


NEW OLYMPIC 
STEREO HI-FI 
CONSOLES 

and PORTABLES 


to build your profits! 
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Choice of more stylings! More fine furniture finishes! 
Same cabinets with AM/FM or Simulcast Stereo radios! 
All with 4-speed Stereo/Monaural phono! 


Player’s choice 


new “‘light-up"” Sound Control Center gives 


all-in-one stereo or stereo-all-through-the-house, at the flick of 


a switch! 


Sell multi-speaker hookups for extra speaker enclo- 


sure profits! 


Custom hand wiring! Precision acoustical balance 
controls! Precision vernier radio tuning! 


See your Olympic Distributor NOW! 





_ pape 


oo OH Fi 








‘ 


DEALERIZED, DOLLARIZED with the industry’s most 


successful pricing-merchandising formula... 


IN COMBINATIONS 


WIDE MARGINS...MORE NET PROFITS! 


pic 


DIVISION OF THE SIEGLER CORPORATION 


ADVERTISED IN LIFE + LOOK + POST - HOUSE BEAUTIFUL + 


Olympic Radio & Television 


+ Olympic Building «+ 


HOUSE & GARDEN - 
Long Island City 1, 8. Y. 


LIVING » GOOD HOUSEKEEPING + EBONY ~« N. Y. TIMES MAGAZINE - 
+ Wortd’s Leaderin Combinations - 


“THIS WEEK’ SUPPLEMENT 


TV + Stereo Hi-Fi + Radios + Phonographs 





Off-season vacations: July and 
August are the usual vacation 
months. But you may find that some 
employees would rather take time 
in the off-season. Resorts are not as 
crowded and often have off-season 
rates. Also, the off-season vacation 
may come at a time when business 
activity is slow and you can save on 
payroll dollars. 


Extra time—no pay: Two weeks 
may not be long enough for an: em- 
ployee to take a long trip. Permit- 
ting them to take extra time at no 
pay will be popular, may save you 
money. 


Double pay—no vacation: Some 
employees with heavy financial ob- 
ligations would appreciate the op- 
portunity to work through their 
vacation and receive double pay. 
This will save you the trouble of 
finding vacation replacements while 
keeping total payroll costs in line. 


Accumulated vacations: A _ policy 
that permits employees to accumu- 
late time may solve problems. This 
would enable an employee to re- 
main on the job this year and .take 
four weeks off next year. In estab- 
lishing this policy, you must con- 
sider how much vacation time can 
be accumulated, whether it can be 
added to sick leave (if any) and 
whether it will be payable if an 
employee quits. 


Close up shop: There is a trend 
among small firms to close up for 
a vacation period. There’s a certain 
amount of advertising value in this, 
but there’s also lost business that 
can’t be regained when you reopen. 


Split pay: Returning from a vaca- 
tion presents problems. An em- 
ployee may come back broke. This 
can be solved by paying half of 
the vacation salary when the em- 
ployee leaves, half upon his return. 


Holidays during vacations: You 
might extend the vacation for an 
extra day to compensate for this or 
you might pay for the extra day so 
you'll have coverage without dis- 
rupting the schedule. 


Part-time employees: They’ll be 
better workers if they are consid- 
ered in the vacation program. You 
might give part-time employees one 
day for every two months of work. 


Replacements: Finding one person 
who can fill in for most of the 
people who will be gone will save 
time and training. 


Upgrade employees: You have op- 
portunity to see how an employee 
can handle increased responsibility 
and not lower morale of the worker 
already in the job because he’s on 
vacation. 


Travel bureau: Providing employ- 
ees with information about vaca- 
tion spots will build more enthusi- 
asm and cooperation. If you have 
contacts,.you might make arrange- 
ments for special rates. 


Savings plan: Establishing a vaca- 
tion savings plan for employees 
could be handled as a payroll de- 
duction or through regular pay- 
ments to a bank’s plan. 
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This Distributor Keeps 


. .. at Main Line Cleveland, Inc., 
RCA Victor and RCA Whirlpool 
distributor for northeastern Ohio. 
The operator shown above is doing 
the punching, first step in Main 
Line’s sales analysis system. The 
equipment? Remington Rand. 


Beer eeee 







. in the second step of Main Line’s 
system. Since the cards have such 
information as salesman, dealer and 
dollar volume for each sale, the dis- 
tributor can get any one of those 
breakdowns by sorting them. 


. on Main Line’s tabulator. This 
machine translates card information 
into a printed report. Some of the 
things the distributor finds out: 
Monthly sales—by product, dollar 
volume, dealer, and so forth; semi- 
monthly checkups on certain prod- 


His Books Electrically 


| 


Sales reports are punched on cards... 


pert Eat cecers 


Punch cards are run through this sorter... 


And full reports are printed .. . 





Main Line first bought its punch- 
es, sorter and tabulator for sales 
analysis, realizing that an appliance 
distributor has to pinpoint sales 
trends—by model—dquickly. But the 
company has found its equipment 
useful in other areas, too. 


Main Line’s equipment processes 
phonograph record sales, too. Again, 
the cards are punched by record, 
number of sales and so forth. Sort- 
ing them, the distributor can figure 
reorders quickly. 


ucts; back orders; quarterly cumu- 
lative sales; yearly totals. 

An additional service: Main Line 
rents time on Remington Rand’s 
Univac 120. The distributor sends 
in sales reports, and the Univac 
figures salesmen’s commissions. 
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Phomas MAKES THE BIG BREAK-THROUGH 
IN HOME ORGAN VALUE! 

























| New 





Sensationa 
Thomas 
CMlorTone 


Percussion 


A RETAIL MIRACLE! The all-new Transistorized Thomas 
Serenade with Color-Tone Percussion, 18 voices, 18 note, two 
voice, Radial Arc Pedal Bass and Cancel Tabs! It’s the most 
exciting new instrument of the decade... at the most com- 
petitive price in the industry. Featuring Color-Tone Percussion 
with variable Percussion Repeat; continuously variable vibrato, 
manual balance, and pedal bass volume; with headset outlet 


for private practice. 
from $995 













The most versatile percus- 
sion system ever developed! 
Makes every voice a per- 
cussion voice! Lets you 
realistically reproduce the 
sound of a piano, guitar, 
mandolin, marimba, vibra- 
phone, chime, banjo and 
countless other musical 
effects. Just turn the Per- 
cussion Function Selector 
to the dot of color which 
corresponds to the color 
of the voice tabs you 
wish to percuss. Tabs 
of the Flute family are 
grey; tabs of the String, 
Woodwind and Brass 
are red; tabs for the 
lower manual voices 
are ivory; pedal bass, 
vibrato and percus- 
sion tabs are green. 


TRANSISTORIZED FOR 
BETTER TONE, LONGER LIFE 








































NEVER BEFORE! THOMAS SONATA. ...A two manual 
organ with transistorized percussion, 16 foot keyboard voice 
and 13 note pedal bass... at the lowest price ever! The really 
“hot” instrument for the coming season. Now you can sell the 
thousands of prospects who have wanted a two manual organ 
but haven’t been able to afford one —till NOW! 


ram $695 







5 EAR 
WARRANTY 


The Transistorized Tone Generator 
Boards (the “heart” of the Thomas 
Serenade) are factory warranted 
for FIVE YEARS! Never before 

such an outstanding guar- 
antee by an organ 
manufacturer! 


THE THOMAS Organ-Stereo Phonograph 


Combination... A proven success! Dealers and con- 
sumers alike have acclaimed this complete home music center. 
Here is a 2-channel stereo sound system with 4 speakers 
capable of 40 watts peak power high fidelity stereo or organ 
sound. And the organ has a single manual of 49° notes (4 
octaves) with 5 true organ voices. There’s a unique Thomas 
Organ Recorded Lesson Plan that is like a 


“built-in” teacher. (Available at low cost $695 
to dealers). from 


THOMAS ORGAN DISTRIBUTORS 


ATLAS DISTRIBUTING CO. GENERAL APPLIANCE CO. MAIN LINE CLEVELAND, INC. N. C. TEAKLE CO., INC. 
2310 Kamehameha Highway 1101 Harney Street 1262 E. 38th Street 3242 Telegraph Avenue 
Honolulu, Hawaii Omaha 8, Nebraska Cleveland, Ohio Oakland 9, California 
86-431 WE 4-620 EX 1-1805 OL 8-1701 


CISUM CORPORATION G.F.0. DISTRIBUTING CO., INC. ROTH APPLIANCE TEMPO ELECTRONICS 
1211 Caroline Street 1143 Santee Street DISTRIBUTORS, INC. 1505 Adams Street 
Houston 3, Texas Los Angeles, California 647 W. Virginia Avenue Denver 6, Colorado 
CA 4-1025 RI 7-7201 Milwaukee 4, Wisconsin KE 4-3821 


182 N Lewis Street HOLLANDER & CO. 7 eee THOMAS ORGAN CO. 

Portland, Oregon 3900 W. Pine Boulevard THE SAMPSON COMPANY Eastern Division 

PR 5-4351 or ses, Missouri S. gel Avenue — a a 
L2- hicago, Illinois ong Island City 6, New Yor 

D&WWHOLESALE CORP. ore vi toe ay hea ag A 


102 Elm Stree 
Abilene, Texas DISTRIBUTING CO. SUPERIOR DISTRIBUTING CO. WM. F. WINSTROM 


























OR 4-6242 40 E. 6th Street : 1601 gy gh te oe i» ; 

" St. Paul 1, Minnesota Kansas City 8, Missouri . Shore Drive 
ue men, nw. CA 4-7662 Vi 2-0151 Holland, Michigan 
Atlanta 5, Georgia ED 5-5492 
CE 3-3817 


Chomas orGAN co. 


Division of Pacific Mercury Electronics « Sepulveda, California 


Thomas orcan co. 


Division of Pacific Mercury Electronics 
8346 Hayvenhurst Avenue, Sepulveda, California 


SEE ALL THESE NEW | 
AND EXCITING ' 
THOMAS ORGAN | 
Seen SURE tolus a tow | RUSH COMPLETE DETAILS ON A THOMAS FRANCHISE ! 
surprises) AT THE | 
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YOUR BEST SALES 


On July 30, 1948, when Mr. and Mrs. Albert Sheppard of Burlington, 
Vermont, purchased a refrigerator, Paul Knight, owner of C. P. Smith 
Supply Co.,Inc., arranged a convenient Time Payment Plan through 
General Electric Credit Corporation. 

During the past twelve years, the Sheppards have purchased more 
than $3500 in appliances from C. P. Smith Supply Co. using GECC’s 
Progressive “Add-On” Plan. 

According to Paul Knight, “Loyal customers like the Sheppards 
are the backbone of my business - GECC’s Progressive ‘Add-On’ 
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PROSPECT IS THE 


Plan makes repeat sales easy and brings many families back to 


my store year after year.” 

And look what Mrs. Sheppard says about buying appliances: “A 
monthly payment is part of our budget GECC is helping us enjoy 
our appliances while we pay for them.” 

During the past 27 years GECC’s Progressive “Add-On” Plan 
has assisted thousands of General Electric and Hotpoint dealers 
in reselling millions of customers. You can get your share of repeat 
business (many dealers report sales increases of 20 to 40%) by 
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CUSTOMER YOU'VE 


merchandising these customer-oriented sales features: 


No Down Payment ¢ Convenient Terms — Up to 36 Months* 
Little, if any, increase in amount of monthly payments. 


GECC helps you sell more appliances sooner! More sales to 
convenience-minded customers— with no advertising cost— means 
more profitable sales. 

For more information on the Progressive “Add-On” Plan and 
other GECC sales-minded plans, contact your local GECC office. 





ALREADY SOLD 


GENERAL @@ ELECTRIC 
CREDIT CORPORATION 


Offering General Electric and Hotpoint Dealers Golden 
Value Service in Inventory and Time Sales Financing. 


24 


A DEALER SALESMAN says 


‘Is Any Sale kver 
Really Impossible ?’ 


I am no longer 100% positive. An 
experience I have lately convinces 
me that if a salesman will only stay 
in there and push, sometimes he 
can even move a regular Gibraltar 
of a customer. 


It happens to me this way. A young 
couple walk into the store and ask 
to see a refrigerator. It must sell 
for a hundred bucks or less and be 


may advertise such a box, just try 
and buy one. Ordinarily if there 
are other customers drifting in, I 
will not waste my time on such a 
prospect because by the time I step 
them up to something at a price I 
can sell, I can lose other deals. 
But since I am not busy at pres- 
ent, I decide to try my luck with 
these kids. I escort them over to a 
moderate price box. I point out the 
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etable bin—all of which they can- 
not get in a box for $100. They 
listen most politely, then ask the 
price. When I say “$159,” they both 
recoil. “Look,” the husband says, 
“TI have $100 cash in my pocket 
which I have saved from my pay. 
With it I am going to buy a new 
refrigerator from whatever store 
will sell me one for one hundred 
smackers or less.” 


This kid will get in trouble looking 
for a mirage, I see. So I try a new 
tack. ‘“‘With that hundred, you could 
make a nice down payment, open 
an account, and get yourself a de- 
cent box like the one I have just 
showed you,” I says. “I will not buy 
on time,” he answers firmly. 

Such bullheadedness gets my 
goat. I keep pressing my attack. I 


brand new. Although some guys features—freezer, door shelves, veg- 


can see his little woman is weaken- 





an important profit answer 


In just. 4 minutes 


(actual reading time) 


for 1960! 


TELECTRO means profitability for the future. It’s a promise 


you can rely on because it’s based on the experience of the past. 


Le om are the facts: In only ten years tape re- 
corders have grown from an unknown product 
to a position of major importance on the retail floor. 

In 1959 dealers selling tape recorders reported that this 
category of merchandise maintained a higher profit margin 
than any other product in the home entertainment field. 

While the Industry made short steps forward, one com- 
pany, Telectro, has consistently grown at a rate exceeding 
industry growth by two to three times each year. 

Today, Telectro is recognized as one of the leading 
manufacturers of tape recorders and tape instrumentation 
equipment, 

That means that every Telectro dealer has consistently 
reaped a richer and richer reward—and the end is nowhere 
in sight. Thi: is an eloquent testimonial to the quality and 
sale-ability of the Telectro line. 

No question! It’s quality that sells—and only Telectro 
offers a quality line of precision tape recorders priced for 
volume selling. 

Telectro tape recorders fit any family’s requirements 
because of their remarkable ease-of-operation. Whether 
a simple model, with single-knob controls or a sophisti- 
cated professional design with pushbutton panels, rotary 
speed selectors, and head elevators . . . everything com- 
bines to permit the novice or the experienced user to 
bring out the best in the instrument. 


Who is the Potential Telectro Customer? 


Literally everybody! Telectro’s remarkably wide range of 
prices and design features assures you the widest possible 
market. For example, the monaural record/playback in 
strument at well under $100 is ideal for the teenager, for 
the college student away from home, for family fun. The 
sophisticated stereophonic Trophy Series is a music lover's 
dream. It will reproduce recorded music with breathtak- 
ing fidelity . . . and at the same time, serves as a record- 
ing/playback instrument for the hundreds of day-to-day 
uses any family can find for a tape recorder. This versa- 
tility and saleability applies to every Telectro model. 


Why Did Telectro Volume Double in 1959? 


Consumer acceptance of a tape recorder is based on three 
major factors: performance, ease-of-operation and port- 
ability. At Telectro our engineering goals have always 


TELECTRO 


embodied these three with equal emphasis. The 

Telectro tape recorder performs excellently because 

its electronic design is advanced to the highest level. 

It’s easy to operate because its single-knob or pushbutton 

controls are linked simply and positively. It’s truly port- 

able because it combines lightness with ruggedness. 

Telectro recorders have consistently stood up under many 
years of hard use. 


What Should You Sell in 1960? 
At Telectro, design leadership is of prime importance. 
However, we feel that it is not right to ask the dealer and 
his customer to place their faith and funds in untried 
“gimmicks” which have not gained market acceptance. 
Nor is it fair to artificially render the dealer's inventory 
obsolete by experimental devices. We are constantly at 
work developing newer, better products which, once they 
have been proven to be superior through exhaustive test- 
ing and re-testing, we can offer for sale with confidence. As 
an example, Telectro and the other leaders in the industry 
will continue to design and build reel-to-reel tape record- 
ers until other types of tape transport prove to be at least 
as satisfactory in performance. But, this fall, Telectro 
WILL introduce a battery-operated, transistorized tape 
recorder that will be a vast improvement over anything 
of its class and type. Again, Telectro, maker of the world’s 
first volume priced tape recorder, will introduce a truly 
deluxe American-made product at a mass-market price. 


A Word for the Future 


Telectro’s promise for the future may be summed up in 
one word: PROFITABILITY. We will continue to make 
and market tape recorders of high caliber, and to sell them 
through the nation’s most reliable, service-minded dis- 
tributors. We intend to expand Telectro’s prestige even 
further — and the prestige of every Telectro dealer — 
through advertising and promotion that reflects the hon- 
est, fair-minded policies of the company. We intend to 
consolidate Telectro’s position as one of America’s leading 
tape recorder lines. We intend to grow, and you, Mr. 


Dealer, will grow along with us. | ? 


Harry SUSSMAN, PRESIDENT 


Abita, Niort 


STANLEY ROSENBERG, TREASURER 


Tape Recorders 


from $89.95 
through $1500 


See the new Telectro Line 
at the Music Show 
Palmer House, Rooms 927W & 928W 


TELECTROSONIC CORPORATION, Consumer Products Subsidiary of Telectro Industries Corp., Long Island City 1, New York Bass 





ing. “Honey, why don’t you tell 
the man why you cannot buy on 
time,” she chirps. The kid looks at 
me sheepishly. “I have just had my 
credit turned down elsewhere on 
a refrigerator,” he announces. 


Should I waste my time on a bad 
credit case? But he has one hun- 
dred dollars. The story comes out. 
He did leave a down payment of 
$15 on a refrigerator elsewhere a 
couple of weeks ago. But since he 
has only six months on his job, the 
bank turned him down. 

That is why he laboriously saved 
up the hundred to pay cash. With 
a nice down payment, his credit 
should go through. I advise him that 
if he puts only 50 of the hundred 
down on a 12-month account, he 
can have that beautiful $159 box 
delivered in a couple of days. They 
look at each other, half unbelieving, 
and then decide to listen to me. 
The credit approval breezes through 
and they have this desperately 
needed box in a few days. Not only 
do I feel like a good salesman, but 
also like a good samaritan. 


You say a cheap refrigerator was 
not worth all that effort? Well, 
out of that sale has come two more 
items from these kids—a range and 
a TV for 300 bucks. And also since 
she is expecting, I have been as- 
sured that there is a washer in the 
offing. And all this from a deal for 
which I would not have given two 
cents when they walked in. 


ABOUT THE AUTHOR—For reasons 
which become obvious as you read 
this column, the author does not wish 
to be identified. He is, however, ex- 
actly what he claims to be—a hard- 
working retail salesman who has prob- 
lems (and solutions) which he shares 
with you here once a month. 


The Pollsters Found 
Votes for Electricity 


A three-city consumer survey, 
sponsored by the Corning Glass 
Works, shed some light on electric 
heating. 





The most striking fact? Some 80% 
of the people interviewed by the 
Rumrill Co. of Rochester, N.Y., said 
they would want electric heat in 
any new home they build. 

The study was made in Fort 
Wayne, Ind., Knoxville, Tenn., and 
Seattle, Wash., in order to cover 
areas with different conditions and 
utility rates. And Corning figures 
the results support predictions that 
the electrical heating industry has 
boom years ahead. 

The survey showed that 88% of 
those who were currently using 
electric heat would retain it in any 
new house. And that an additional 
50% who were using other fuels 
would switch to electricity in fu- 
ture home. 

The pollsters tried to interview 
people with a knowledge of heating 
by electricity. And 75% of the 360 
persons questioned: did. 


A major consideration in the en- 
dorsement of electrical heat was 
cleanliness—77% cited it as a rea- 
son for their preference. Other ad- 
vantages: convenience (44%), even 
heat (33%), economy (25%). 
People were also asked what they 
liked least about electric heating. 
A whopping 46% didn’t come up 
with one gripe. The major regis- 
tered complaint: Expense (by 22%). 
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Model 45C20 — Mahogany, walnut or blonde oak 


veneer. 3 speakers: 4” 


in extension speaker unit, 


6” and 4” in main cabinet. Loudness, balance, bass 
and treble controls. 4-speed automatic changer, flip- 
over dual sapphire stylus. $139.95.* Also available 
with AM/FM tuner, model 55C20. $189.95* 


Stereo High Fidelity with hardwood 
veneer cabinet...pull-out speaker [30% 


Here’s truly elegant cabinetry—finished in a choice 
of genuine hardwood veneers—plus precision- 
engineered stereo that lets your customers custom- 
balance the sound. The extension speaker unit can 
be placed up to12 ft. away from the cabinet, or right 
in the cabinet itself. And all for only $139.95! 


For money-making details on all the sensational 
models in the ’61 Sylvania stereo hi-fi line—call your 
distributor today. Sylvania Home Electronics Corp., 
Batavia N. Y. 


WHILE AT THE “MUSIC SHOW,” VISIT THE SYLVANIA DISPLAY, 
ROOM 1056-57, THE PALMER HOUSE 


af 


2 
Model 55C16 — 3-sound-source stereo 
high fidelity. 2 extension speaker 
enclosures give up to 24 ft. separa- 
tion. 6 speakers. 80-watt dual 
amplifier. AM/FM tuner. Mahogany, 
walnut, blonde veneer. 


Model 45P18— 3-sound-source stereo 
portable. 6” speaker in main cabinet, 
5” speaker in each detachable speaker 
enclosure. 4-speed automatic changer. 
Brown and tan. $99.95* 


*Manufacturer’s suggested list price. 





Model 55P19—3-sound-source stereo 
plus powerful AM/FM radio. 3- 
speaker system with two detachable 
enclosures. 5-watt output. Brown 
Tweed and Cream. $169.95.* Without 
AM/FM, $139.95°* 


Slightly higher in some areas. 


Subsidiary of GENERAL TELEPHONE & ELECTRONICS x3) 





HOW TO BEA 


SUCCESS AT THE MUSIC SHOW 


Dealers’ reasons for attending the Chicago Music 
Show vary widely. So do their approaches to 
current trends, new merchandise, hot items, 
dumps, industry panel sessions. 

In this spot check on habits and techniques, 
ELECTRICAL MERCHANDISING WEEK, asks nine 
questions, digests the answers below and leaves 
an open end for interesting quotes. 

Sources answering were: Walter Gantley, Jor- 
dan Marsh, Boston; Louis Lennon, Paine Furni- 
ture, Boston; Lou Del Padre, Del Padre Supply, 
Springfield, Mass.; Mort Farr, Upper Darby, Pa.; 
William A. Railey, Railey’s Appliance Centers, 
Richmond, Va.; R. H. Moran, Miller & Rhoads, 
Richmond; Martin W. Spector, Spec's, Coral 
Gables, Fla.; Ray Mufson, Jefferson Stores, Miami; 
Woods Moore, Ault Music Co., Dallas; Ralph Dup- 
ler, Whittle Music, Dallas; Dave Cooper, Cooper 
Bros., Pittsburgh; John Clark, J. L. Hudson, De- 
troit; Herb Wilk, Samsons, Milwaukee; Lyon & 
Healy, Chicago; and others. 


1 « Why do you go? 


Concentration of all lines in one place is the 
biggest attraction of the Music Show. Most buy- 
ers feel the show is the only place where they 
can see all the latest in stereo, tape, organs, ac- 
cessories, TV in one place—however exhausting 
the chore may be. 

Most go to see the trends in the flesh, to check 
specifically on competition, to see merchandise 
which might not be shown in their own markets, 
to meet other dealers with common problems, to 
collect ideas from anybody they’‘ll meet. 

One New York dealer goes “to find out what 
the other half of the country thinks.” 


ELECTRICAL MERCHANDISING WEEK 


The answers here come from ex- 
perts—men who've been attend- 
ing the Show for years. They plan 
on arriving early to check the lines 
they already carry against compe- 
petition, to do “some” buying, and 
to check on what’s new in reverbs, 


FM radio and organs 


2 How do you shop the Show? 


Arrive Sunday, spend three days, sometimes 
four, is the pattern for most dealers. They see 
the lines they carry first, somtimes without an- 
nouncing selves, then see the most troublesome 
competitors, then hottest leading brands. Most 
make extensive notes, collect all pertinent litera- 
ture, business cards, price sheets. Most double 
back to concentrate on top product, features 
seen. Some specifically seek to see all spaces; 
some cherry pick; some concentrate on meeting, 
getting impressions of top management officials 
at the show. 

e “The fourth day is the best day for me. I’ve 
seen a lot by then and the guys in the booths 
have had four days to collect ideas and _ infor- 
mation from others. They can sit longer and tell 


” 


you more... 


3. What new features are you 
most interested in checking this 
year? 


Answers unleashed a flood of specifics and 
paint a picture of a Market goer keenly aware 
of the trends of the trade. Dealers primed by 
trade paper advance stories, by local distributor 
men, by competitive shopping, by their own 
customers’ wants and reactions, by advertising, 
wanted to make up their own minds on rever- 
baphonic sound, the future of tape, the coming 
of multiplexing, importance of AM-FM and FM- 
only radios and tuners. They wanted to know 
if Tokyo riots in anticipation of the Presidential 
visit would have permanent effect on Japanese 


imports. Some, like a New York key account, 
were actively seeking rare items. His: “Something 
hot in stereo. Like a console at $99.” 

Here are some remarks taken from a very 
long list of responses: 

e “| want to hear this reverbaphonic sound 
and make up my own mind whether it is a gim- 
mick or not . . . whether | have to have it or 
whether I'll have to sell against it.” 

e “When will my lines have reverbs and who 
else will have it...” 

e “How big is FM going to get this year. And 
what do you get for $24 compared to what you 
get for $49?” 

e “Want to be sure three-channel is dead in 
stereo. They started to drop it this year. | hope 
it’s buried.” f 

e “If | had to pick a single feature it would 
be styling. | think we’ve learned that the public 
will spend more for good design, and look at 
the acceptance of good wood in TV. 

“We'll be checking imports very close, although 
| personally don’t trust them. Too unstable. Dis- 
tributors come and go and they don’t worry 
about you the way the established brands do. 
An importer can have Hitachi today and some- 
thing else tomorrow. Magnavox has been around 
a long time. They’re gonna be around a long 
time yet. 

“We'll check out this new tape cartridge sys- 
tem too. But that’s a fight that’s been going for 
two years and it doesn’t look like it’s going to 
stop soon. 

“We think stereo will stabilize at ‘all channel’ 
with middle and two side speakers. Small ones. 
But we won’‘t put all our dough in till we're surer. 
That fourth quarter is too big.” 

e “We were interested in Japanese color TV 
and Japanese hi-fi until the political thing blew 
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up. Gotta find out if the price break has squeezed 
all the profit out of six-transistor stuff.” 

e “Where's the styling swinging? We'll be 
putting in an order for 200 pieces of expensive 
consoles and | want to be sure that French Pro- 
vincial is still the big item it has been. In a 30- 
piece initial order we put down 12 in Provincial, 
eight in mahogany—Traditional—seven in walnut 
and take four, two, two and one on the first 
shipment.” 

e “I’m looking for ways to say features better. 
The manufacturers and reps spend so much time 
on talking nuts and bolts in hi-fi that they’ve got- 


ten to a point where people don’t understand~ 


what it’s all about. They say this ‘colors the tone.’ 
How in hell do you color tone?” 


e “Multiplexing looks like it is bogged down 
with Washington red tape. | want to try to find 
out where the FCC stands on it now. It could 
make the difference in buying tuners this year. 
We do about half our consoles in tuner-equipped 
goods.” 

e “Gotta see the vacuum cleaner tone arm.” 

e “Portables are the things that are moving 
but the profit is so lousy. I’m after one with some 
dough left in it . . . And I’m still wondering 
whether | have to have one with AM-FM radio. 
In portables yet!” 

e “Nobody here has broken with reverb units 
yet. | want to be first and really run it.” 

e “| don’t know. I’m not interested in the 
gimmick stuff. People aren’t particularly inter- 
ested in stereo any more; they’re more inter- 
ested in sound, good sound.” 

e “I'll look at tape, but | won't take sides. I'll 
buy what | think will sell, whether it’s reel-to- 
reel or cartridge or eight-inch or quarter-inch or 
a foot wide.””"~ 

e “Three-channel is out and so is monaural 
except for a teenage portable somewhere around 
$29. Satellites look like the way but | still think 
women hate wires. No matter what you do with 
those small speakers you've still got wires to 
worry about. Bookcases are great but how many 
homes have book cases?” 

e “There’s still no record storage in those 
great big consoles. What do they do with all 
that space anyway?” 

e “You gotta know to plan. What price brack- 
ets are going to be hot? Are things up ten bucks 
or down? What about the special new features? 
Will these reverbaphonic things push the price 
too far out? Tuners? Which is the way? AM-or- 
FM or AM-and-FM; drops-ins or standard equip- 
ment? Do you gotta have tape input? Is every- 
body back to pitch two-channel?” 

e “Furniture is pretty much out of the egg 
crate stage now and everybody’s upgrading. But 
this doesn’t mean I’m going Drexel. | like the 
stuff that’s good looking, real wood, with more 
improvements in the styling and chassis with- 
out too much of a kick up in price. We'll be sell- 
ing gingerbread and borax gutless wonders for 
a long long time, too. They don’t go from horse- 
hair sofas to Danish modern over night.” 

e “| need something to throw in for the next 
two months. Just because there’s a Show the 
whole world doesn’t stop. I’ve got short range 
promotions to worry about and newspaper com- 
mitments. That and the Show have to fit into 
the six-month long range already on the boards.” 

e “We've got boat people buying these ma- 
rine band radios at about $40. We'll be after 
those out at the Show and transistor goods have 
been moving again since May 30 when clocks 
stopped dead.” 

e “Organs have been an up and down story 
for years. But we'll have to look again... .” 

e “Consoles are slow. I’m after something in 
portables at about $40 and in wing goods at 
about $115. Consoles move here at about $189 
with another $50 for the tuner.” 

e “We're after a battery operated transistor 
phono for about $30. About three transistors. 
College people, teenagers take them. We've seen 
some Jap stuff at $29 but it wasn’t up to quality 
and we didn’t buy much.” 

e “Some more FM-onlys at about $70 to $80 
would fit in. Also AM-FM and shortwave for 
about $90. And we've just gotten interested 
in car radios. The sports car people will spend 
as much as $120 for a good AM-FM car radio.” 

e “Something for under $200 in a complete 
stereo tape recorder unit with playback and 
record. It could be Japanese.” 


4. Do you buy at the Show? 


Seven do no buying—and mostly it’s a store 
policy; nine do “some” buying; five buy rarely. 

Those who do not buy feel the merchandise 
is too good looking in its maximum glamour 
surroundings, feel the manufacturer selling tal- 
ent is at its top shape, feel parties and tired feet 
make objective decisions impossible. 

e “| don’t buy. | wait til | get back and have 
studied what I've seen. You can’t think clearly 
at a Show. There’s too much noise, too much 
confusion, you're tired and you can’t give an 
unbiased judgement.” 

e “We do about 25% of our annual buying 
at the Show and confirm the orders when we 
get home.” 

e “| buy only accessories and specials and 
gimmicks | wouldn‘t normally expect to see in 
my market. Major merchandise buying is done 
at home.” 

e “It depends entirely on what we see. Main 
buying is through local distributors.” 

e “Don't go to market to buy. Of course, if 
you see something worthwhile, you buy. It’s im- 
pulse buying.” 

e “| buy only what | had made up my mind 
to buy BEFORE | went.” 

e “| take my open-to-buy with me based on 
present inventory, anticipated needs for the 
coming season and on records of past perform- 
ance.” 


5. How do you use your trip in 
planning your selling for the 
season? 


Based on trends noted at Show, on notes, on 
information and ideas gathered from factory 
men, other dealers, panel sessions, most dealers 
finalize season planning when they return from 
the Show. Most zero-in specifically on competi- 
tion, brief salesmen, pick price brackets, plan 
purchases, promotion and advertising only after 
digesting, discussing Show reports at home. 

e “| tell my salesmen what I’ve seen, what 
| think, what they’‘ll be selling and what they'll 
be selling against. | consult with them on what 
THEY think they can do the best job on when 
the season begins to roll. We learn the price 
trends at the Show. We find out whether $400 
or $300 or $200 goods are the big movers this 
year, check against last year’s selling accord- 
ingly.” 

e “We spend 40% of our open-to-buy right 
after the Show. With stereo, business is so un- 
stable that we have to watch floor movement 
before spending the rest of the 60% later in 
the year. In a more stable business like TV, I'd 
spend 60 to 70% on the first order.” 

e “In a rough way we try to find out what 
our competition is buying; we check prices on 
items which don’t normally have stable lists— 
like imports.” 

e “We make one more check before we leave 
the Show to find out what’s been moving so 
we'll know whether we'll have to sell it or fight 
| rare 

e “| do nothing til I’ve talked to my salesmen. 
And | don’t pay too much attention to what the 
factory men say to my questions. Who ever 
heard of a huckster yelling rotten bananas. .. .” 


6. What difference, if any, is 
there in your approach to consoles 
vs. portables ? 


Portables are a different business, most deal- 
ers feel strongly. They’re bought differently, sold 
differently—sometimes at different times of the 
year, sometimes with different personnel, often 
with different suppliers. 

e “Portables are good traffic items, especially 
at Christmas. We keep the emphasis in the $300 
to $500 consoles, buy portables from jobbers.” 

e “We follow the industry; spend two-thirds 
of our units in portables, one-third in consoles; 
spend one-third of dollars in portables, two- 
thirds in consoles. . . . You gotta have at least 
one monophonic portable.” 





Fi Are you checking any new 
phases of the business? 


A surprising proportion of responding deal- 
ers stated flatly they had no plans to investigate 
new phases of home electronics this year. A few, 
however, were shopping the show with specific 
projects'in mind. Following are some of the an- 
swers we received to this question: 

e “We'll be checking on small electronic 
organs, but we're definitely not interested in the 
bigger instruments.” 

e “Railey will definitely be checking into pre- 
recorded tape for our record department and 
carries a parallel interest in stereo phonos with 
tape attachments.” 

e “| want to check on whether many manv- 
facturers are going to go into color .TV—which 
is the only way it will really get started as a 
market.” 

e “Whittle Music is shopping for a high end 
phono line, but one which would have to be 
with them as an exclusive for Dallas.” 

e “I'll be looking at the organ business this 
year.” 

e “I'm in pianos and organs now. | hear some 
more manufacturers are coming into organs. | 
want to find out and see what I'll have to sell 
against.” 

e “One dealer thought it will be a dull show. 
There’s nothing new except in the minds of the 
advertising men.” 


s. Will you be looking for dumps? 


Dumps are one man’s meat, another one’s 
poison. Five dealers said they were always on 
the look out for dumps at a Show; eight said 
they had no interest; one said, he never went 
for dumps, but would grab one it it came across 
his path. 

e “We're always looking. That's precisely why 
we go to shows.” 

e “Who needs to go to Chicago for that? 
Dumps are usually local anyway. Besides this 
year they've all taken their baths before the 
Show. | think both TV and hi-fi inventories are in 
pretty good shape.” 

e “We can find all the dumps we need in 
Cleveland.” 

e “We never get them anyway. Show dumps 
are key account deals. We’d never get them from 
the factory men there. They’re for department 
stores. Small dealers don’t get a shot until the 
distributor has them. Besides we’re not the 
type.” 

e “We look only for good buys. Not dumps. 
Dumps can be dogs.” 

e “Not in TV or stereo this year. But white 
goods looks like a powder keg.” 

e “Haven’t the money.” 


9. Do you allocate specific time 
for open meetings, panel sessions 
at Show? 


Dealers are split on value of the information, 
training, panel discussions usually conducted in 
conjunction with a Music Show by the National 
Association of Music Merchants. 

Four dealers said they always allot time and 
always attend; eight never do (both groups con- 
tain both small and large dealers); two cherry 
pick and go only to those with specific timely 
topics. 

e “We always try to hit all the clinics and 
speeches. The men are top notchers from in- 
dustry and are up on the latest trends. You get 
them quickly and learn more when you discuss 
them on later stops.” 

e “The one on portable organs last year was 
right on the button for me. Opened my eyes 
to a new business. Very timely.” 

e “We don’t need Elvis Presley guitars.” 

e “I've spent my time in those.” 

e “I'd rather catch a good hot dealer in the 
halls.” 

e “Only if we go with two men. One takes 
the tour of the spaces; the other sits in on all 
the panels.” 

e “Only when they talk costs.” 
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THE MUSIC SHOW CONTINUED 


DEPT. STORES 
14. Carson, Pirie, Scott 

1. Bismark 15. Fair Store 
. Sheraton-Blackstone 16. Goldblatt’s 
. Brevoort 17. Mandel Bros. 
. Congress 18. Marshall Field 
. Conrad Hilton 19. Sears 
. Drake LANDMARKS 
. Hamilton 20. Art Institute 
. Knickerbocker 21. To Furniture Mart 
. La Salle 22. Public Library 
. Morrison 23. Merchandise Mart 
. Palmer House 24. Tribune Tower 
. Sheraton Towers 25. Water Tower 
. Sherman 26. Wrigley Bldg 


— i 
Wr OO COM MD OF & GW PO 


HOW YOU CAN 


SU RVIVE SUCCESSFULLY 


ELECTRICAL MERCHANDISING WEEK 


Staying cool in the Palmer House is easy, and staying 
busy this trip even easier. Veterans will soon realize the 
blessings of carpeted floors 


The first thing about the NAMM Show is that 
it is all air conditioned—every one of the seven 
floors. They may get a little crowded, but they'll 
be cool. 

And all the top five floors have carpeted 
floors! Ditto for most of the exhibit spaces. 

That may seem a prosaic pair of incidental 
facts at first glance, but not to old-timers who 
fully realize that sore feet and soppy shirts just 
do not aid the evaluating process at all. There 
are a lot of things to look at in this Music Show, 
and discomfort won't help at all. 


TV-stereo exhibits are up again for the NAMM. 
This year, consumer electronics makes up 40% 
of the show, says the association. With some 260 
exhibitors in toto, that means there are 105 
electronics exhibits. 

NAMM‘s numbers look very good for 1960's 
“music merchant's market.” There’s another 5,000 
sq. ft. of space, making 135,000 in all, the big- 
gest yet. There will be $2.5 million in merchan- 
dise on display. NAMM sees little reason to ex- 
pect fewer than 11,000 visitors, give or take a 
few. 

Besides merchandise, NAMM is_ furnishing 
such items as Benny Goodman and Linda Lee 
Mead, Miss America, for visitor delectation. (Of 
course, NAMM is getting help with this last from 
Philco.) And on the business side, there will be 
more clinics, most of which seem keyed to this 
changing business. 


Palates don’t change, however, nor do tastes in 
entertainment. To combine both, the Palmer 
House offers the Empire Room. Those who go for 
Polynesian food and decor, plus some amazing 
liquids, can find it right downstairs at the Traders. 

Outside the hotel, most of them just a few 
steps away are enough lunch spots to cater to a 
whole city. Since they do it every day, the NAMM 
should come as no surprise. A brief rundown 
looks like this: 

Carson’s Men’s Grill is just across Monroe at 
Wabash on the 8th floor. Men only for a good 
lunch on solid tables and solid male-type chairs. 
No alcohol, however. 

Berghoff’s is at 17 W. Adams, which is a left 
turn out the State St. door, right and across the 
street at the first corner. Top-rated and quick 
German food. Ditto for beer. 

Lander’s is out the Wabash door and to the 
right about 100 feet. Cocktails and businessmen’s 


lunch. Also out the Wabash door and across both 
Monroe and Wabash is the Champlain for mod- 
erate-priced lunches. There are a couple of simi- 
lar spots on Adams east of Wabash. 

The Blackhawk is three blocks north of the 
Hotel on Wabash at Randolph. There’s a Stouffer's 
right across Wabash from the hotel. In the next 
block north, beyond Monroe and across Wabash 
is a Harding’s at 21 S. There’s another at 62 W. 
Madison (you'll pass another Stouffer's on the 
way), and either one serves man-sized beef and 
corned beef sandwiches cafeteria-style. 

There’s good beef to be found right in the 
Palmer House in the Grill, at street level on the 
Wabash side. For what Chicagoans call an “at- 
mosphere-type-spot” have a look at the slightly 
cramped 22 East Lounge on Jackson, buried on 
the north side of the street between State and 
Wabash. Lunch is served, as well as liquids. 

It’s touch timing for baseball fans. The Sox play 
a doubleheader on Sunday against Cleveland 
and the Cubs are on the road. The All-Star games 
come along for the next four days, and then the 
Sox play Baltimore under the lights on the 15th. 

Getting to and from the hotel is easy—it’s 
really in the middle. The Adams-Monroe stop on 
the subway is right; the El stop is Adams and 
Wabash. Wabash and State St. buses stop on 
either side, and all North Side Michigan Avenue 
buses tour by on State St. cutting back through 
the loop to head north again. 

Just for the record, flag-pull in Chicago cabs 
is 35c. Every extra passenger costs 20c and 20c 
only. If you’re in the cab, he has to take you 
where you want to go. Twenty percent, even of a 
55c tab, is an OK tip, most cabbies figure. 


Actually starting on Sunday is a new twist for 
NAMM. About 2 p.m. the exhibits figure to be 
open and running. Exhibitors are looking for- 
ward to this, as there is a good chance that more 
of the people they want to see will be showing 
up. With a Sunday start, a merchant could take 
in two full days and still be away from his busi- 
ness just one working day. 

One good tip on touring the show: Start at 
the top and walk down. The elevators always get 
jammed with traffic. Of course, the first time 
through, you might as well cherry-pick the big 
names and get a look at the hot stuff, but sooner 
or later, a look at all of it is due. That’s when 
the minutes start to count and the stairs down are 
a time-saver. 


Music Show Exhibitors A partial list of exhibitors of interest to appliance-TV dealers attending the Show 


ABC Paramount 1001W = Crest Records 


Admiral Corporation 401 The Danelectro Corporation 


Allen Organ Company, Inc. 634 Dean Electronics Corp. 
Americon Audion Corporation 617  Delmonico International 
American Elite, Inc 965 Dynavox Corporation 
Ampex Audio Company Electro-Voice, Inc. 
(and United Stereo Tapes) 955-59W The Estey Corporation 


Arvin Industries. lr 


Bradford Organ Company 642-43 General Magnetics and 
C. Bruno & Son, Inc 847-49 Electronics, Inc. 


Capehart Corporation 409 Glaser-Steers Corporation 


Capitol Records Distributing Granco Products Corp 


Corp 930W-31W Grommes & Phillips, Inc. 


Columbia Phonographs 408 Guy Hobbs, Inc, 


Conn Orgon Corporation 676-78 Hammond Organ Company 


Continental Merchandise Co., Inc 937W 


953 Fanon Electronic Industries, Inc. 
Audio Fidelity, Inc 945 Fidelitone, Incorporated 
Audio Industries, Inc 969-70 Fidelity Electronics Corporation 
Audiotex Div. G/C Electronics 926W Fisher Radio Corporation 
Bell Sound Division 950-52 Folkways Records & Service Corp. 
Birch Phonographs by Boetsch Bros. 909-10 Freedman Artcraft Engineering Corp. 955 Motorola, Inc. 413 Spico Electronics, Inc. 

Muntz TV, Inc. 961-62 Starlite Merchandise Co. 
939W Newcomb Audio Products Co. 935W Steelman Phonograph & Radio Co. 
Victorian Room Section ‘‘B’’ 


936W Hoffman Electronics Corporation 917 Pilot Radio Corporation 
Victorian Room Section ‘‘A’’ 


806 Jewel Industries 977 


Symphonic Radio and Electronic Corp. 
Red Lacquer Room Section: *‘B’’ 


905 Kalo Mfg. Corp. 908 Radio and Television Equipment Co. 865 Tandberg of America, Inc. 974 


911-13 Alfred Knight Lid. 705 — Radio Corporation of America 


903-04 Koss, Inc.—Electronics Div. 1007 


604, 901 G. Leblanc Corporation 888-89 Realtone Electronics Corp. 


Tele-Tone Company of America 905W 
Private Dining Room 14 Telectrasonic Corporation 927W-28W 
948 Thomas Organ Co. 640-41 


644, 893 The Lowrey Organ Company 681-85 Record Accessories Corp. 948W Tops Records 972 


906 The Magnavox Company 


Recordio Corp. (Charlotte, Mich.) 1004 —trancictor World C 944 
1002 Private Dining Rooms 17 & 18 Roberts Electronics, Inc. 951W eee — 
1005 Magnus Organ Corporation 621-22 Roxy Organ Corporation 605 


Universal of High Point, Inc. 901W, 980 


es : ’ A V-M Corporation 407 
941W-42W Majestic International Sales 918-20 Sonic Industries, Inc. 915 = . : 
1006 Major Electronics Corp. 903W Sony Corporation of America 922  Videoto-Erie Corp. ““Fonovox 966-68 


934W Olympic Radio & Television 410 


908W Waters Conley Company, Inc. 

975 Phonola Phonographs 944W-46W 
Webcor, Inc. Red Lacquer Room Section ‘*C’’ 
Westinghouse Electric Corporation 404-05 


962W-63W Organ Corporation of America 620  Stereo-Voice of Canada Ltd. 976 Wicks Orgon Co. Mezzanine Section “A” 

916  Pentron Sales Company, Inc 907W Sterling Hi-Fidelity, Inc. 946 W. W. Organ Company 775 

Cloirtone Sound Corp. Limited 920W Gross Manufacturing & Importing Co. 972W Petely Enterprises, Inc. 949  Stradolin Corporation 618 Yomoha Intl. Ind., USA 729 

938W —Philco Corporation 411-12 Stromberg-Carlson Company 406  Yashico Inc. 925W 
Pickens Radio Corp 956-57 Matthew Stuart & Company, Inc. 923W-24W Zenith Sales Corporation 


Private Dining Rooms 15 & 16 Pickwick Soles Corp 949W Superscope, Inc. 


921W Red Lacquer Room Section ‘‘A’’ 
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TWO MILLION DOLLARS 


worth of appliance, radio and 
television set advertising... 





AND HOW IT was SPENT in QDiC9¢o Newer 


Write for your copy of this valuable report 









LEADERSHIP BASED ON RESULTS! 


Thisisareport about manufacturers cago market, as well as the amount 
and distributors who advertise ap- of promotional pressure put behind 
pliance, radio and television sets in each brand. 
the nation’s second-largest market. Most importantly, you'll see that 
Last year, they spent $2,205,000 to these experienced advertisers spent 
promote their products in Chicago two-thirds of this $2.2 million in the 
newspapers. Tribune. 89 out of 109 made the 
What were the brands and who ‘Tribune their No. 1 buy in this 
were the advertisers? You’ll find market. 

















detailed answers in this new publi- For more productive advertising 
cation from the Chicago Tribune. inthe rich Chicago market, get your 
asics 000 This report enables you to com- copy of this factual report. Your 
’ om pare the total expenditures of each ‘Tribune representative will be glad 
scien secagey oda ap tay advertiser. You’ll see what your’ to go over it with you. Why not call 
Supplies. Veer, 1908 competitors are doing in the Chi- or write him today? 


MORE READERS...MORE ADVERTISING...MORE RESULTS 


The Tribune Gets Em in Chicaqo! 


Chicago New York City. Detroit San Francisco Los Angeles 

R. C. Tower E. P. Struhsacker W. E. Bates Fitzpatrick Associates Fitzpatriek Associates 
1314 Tribune Towex 220 E. 42nd St. 1916 Penobseot Bidg 155 Montgomery St 3460 Wilshire Blvd 
SUperior 7-0100 Murray Hill 2-3033 WOodward 2-8422. GArfield’ 11-7946 DUnkirk 5-3557 











UNIVERSAL ( 


ELECTRIC 
HOUSEWARES 


POWER-PACKED 


merchandising and 
promotion push for 


every season of the year 


GET THE DETAILS AT 


BOOTHS 
331-341 


Landers, Frary & Clark - New Britain, Conn. . 
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Dial-Top 
Flavor Selector! 


e Only Dial-Top 
Available! 


e Completely 
Immersible! 


e Unique Re-Heat 
Control! 


—/ No. 4901 


. COFFEEMINDER 
} $9.95 Value 


Only $450 
No. 4550 


COUPON PACKED IN EVERY BOX $9 495 hae 














Magnificent new styling. Gleam- 
ing chrome on solid copper. 10- 
cup size. Extra wide for easier 
cleaning. Flavor Selector. Redi- 
Lite. Keep-Hot setting. 


BUY 12-GET ONE FREE! 


No. 4530 


$2995 retail 
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NEW | PORTABLE 
DE LUXE MIXER 








GREAT| NEW | Colect-a-Cteam IRON 
DOES WHAT NO OTHER IRON CAN DO... 
THANKS TO DUAL CONTROLS 


Other irons claim it. Only Select-A-Steam 
delivers it. Because only Select-A- 
Steam has one dial to control sole- 
plate temperature...and another 
dial to regulate the amount of 
steam. You get any combination 
you want. Now you can steam 

iron any fabric in the world. 









































Powerful! 3 Speeds! 
Extra Large Beaters! 
Easy Beater Ejection! 


SNAP ON, SNAP OFF 
4 Decorator Colors 
FREE DRINK MIXER IN EVERY BOX! 





1. Dial for Soleplate 
Temperature 





BIG EXTRA PROFIT— get one 
FREE when you order 12 














$9795 Plus all new promotionally priced 
retail BUDGET HAND MIXER ai 
2. Dial for Steam 4 MODEL 6261 $295 vel ‘ 








COMPLETELY AUTOMATIC —Z2c/zic CAN-OPENERS 


* 3 PUSH BUTTONS * OPENS EVERY 


NEW | GIANT 15-CUP 
“QUEEN-SIZE” COFFEEMATIC 






















* OPENS EVERY SHAPE CAN 
SIZE CAN * LID FLIPS UP... 
No. 2601 SQ 79S HELD AUTOMATICALLY 


BUY 12 No. 8801 
GET 1 No. 8803 FREE 


ALL NEW Z | WALL MOUNTED 
WALLOR ieqee 
No. 4560 


Universal mounting. 
Gleaming chrome 
29" <a m MODEL 
retail - Oe. 4 yas 














COUNTER STAND 


Sturdy metal. 
Non-Skid. Can’t tip. 


and plastic. 
4 Modern design. 















Beautiful, double-handled, tar- No. 8803 $4 extra Model 8804. 
nish-proof chrome on copper. $ 95 BUY 12 No. 8803 
Samovar spout for easy pour- i4 GET $4 

ing. Automatic Redi-Lite signa an STAND FREE! 


Keep-Hot feature. 
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These Ads Were Designed For You 


And they’re absolutely free as an- 

Mit C on Last All Year With These wit other service from EM Week. With , 
wip ite Saig—Wok Sag | ‘Hehealinesandilustrationsinthis yg SLIME 

HOUSEWARES ; ‘FM ‘and wg fade ADIOS 


own ads that professional touch. 



































It's simple to use these mats. The sample ads 
at the left and right will give you a good idea 
of how the headlines and illustrations in this 
month’s mat service can be used as “building 
blocks” in designing any type of ad you want. 







































































This new ad service is actually two-in-one. On 
these pages you'll find a variety of elements for 
use in creating housewares ads. And on pages 
34 and 35 you'll find a whole set of heads and ‘hal Gf Malt 

illustrations for hi-fi, radio and TV advertising. Equipment for Every Occasion 
Here’s how to use them: 
































if your newspaper is printed offset or if you want 
to use direct mail, you can use the illustrations 
on these pages as “repro” proofs. Hand them 
over to the printer as is. 














if your paper is printed letterpress (most are) 
you'll need mats of these elements. Use the cou- 
pon on page 35 to order your free set. 














ie | These mats are versatile. Some can be used over 
—s ——— | Sooo me and over again. Others can be cut apart to fit the 
ee = space you have available. Best of all, they’re 
absolutely free. Fill out the coupon now and mail 
it right away. 
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=, Time Saving—Work Saving 
“= HOUSEWARES 









JULY 11, 1960 











































D0 iT LIGHTEN YOUR WORK 
D 
YOURSELF Ose YOUsLSB 
; H 
made of modern 
ELECTRIC DRILL 
Precisi ripl ducti 
tel gears anitrction QQ) 
STEEL HAND TOOLS 
AUTOMATIC DRILLS 
POWER SAWS 
ELECTRIC SANDERS 
1 
Sto re Name BELT SANDER 
~“& Takes the hard work out of 
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— 
<e 


za: 


F finishing jobs, buffing, pol- 00 
ishing, etc. 
















STAINLESS STEEL 
10-cup 
COFFEE MAKER 

‘4 


Coffee is brewed to 
peak of flavor in stain- 


less steel. 00 








WAFFLE IRON TOASTER ELECTRIC STEAM IRON 
in steel in steel in steel 
Bakes a giant waffle, to the Delivers perfect toast every Latest flash-type construc- 
individual taste—from light- time. Toasts one or two tion; steams in minutes; 
est gold to crispy brown. slices, any type of bread. one filling lasts up to one VACUUM CLEANER 
Signal light. Chrome- Toast pops up when hour. Switches to dry in- 
plated steel body 00 done. Chrome-plated 00 stantiy. Chrome-plated 00 Power unit and cart of 


heavy gauge steel with 
enamel finish. 


00 

















~ 
ROTISSERIE ELECTRIC MIXER ELECTRIC FRY PAN TABLE 
in steel in steel in steel 
TELEVISION SET 
Broiis, barbecues, roasts, Giant-sized chromed beat- Easy-to-set heat control 
fries, grills. Roomy cooking ers hug sides on bowl. Stall- dial. Controlled heat helps Sturdy steel cabinet in 
chambers. Chrome- proof. White eliminate shrinkage . choice of finishes. 21- 
plated, black trim 00 enamelled body 00 and scorch 00 inch picture tube. 00 


STORE NAME 
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THESE AD MATS WERE DESIGNED FOR YOU continuep 


SE 2 RLS 
ree ae 


4g, Mute FVERYOU uso. 


~ Eauloment for Every Ctseien 


\RECORD PLAYERS 
HiFi and Stereo 


YY TAPE_RECORDERS 
FM and Transistor RADIOS 
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COMPONENTS 
ASSEMBLED IN STEEL 
ROOM DIVIDERS 
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18 On the 50-Yard Line 


lth, a ransitor Ladio/ 
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ont Wiss 
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YES, | CAN USE THESE MATS 


Please send me a set of the mats illustrated on these 
four pages. | understand this is an exclusive EM 
WEEK service for its readers and that there is no 
charge for these mats. Send them to: 


YOUR NAME 
STORE NAME 

STREET ADDRESS. 
CITY ZONE Jf) see 


After you've filled in this form, mail it to 


EM Week's Ad Service 
330 West 42nd Street, New York 36, N. Y. 

















36 


ae, "NN 


IDEA 
DIGEST 


Good ideas don’t always come 
easily, but when they do a little 
initiative on your part can make 
them prime business builders. 
Here are 4 which were success- 
ful for their originators. 


ei 
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This rig saves $12 each time a color TV chassis 
is serviced by A&K Radio-TV, Redwood City, 
Calif. Cabinet made from work dolly houses 
tube with three circuits from yoke. Service- 
man pulls chassis, uses this tube during work, 
returns chassis, has no need to purify and re- 
converge customer’s own color tube. 





did you see 


the Dinah Shore 
program : 


COLOR ? 


"It was beautiful! 
I wouldn't have 
missed it for the 
world!" 


Says: 


Mrs. |. J. Grabert 


You too can enjoy "living Color" 
RCA VICTOR COLOR TV for 
as little as $4.95 per week from 


ow Fladia Leritar 


| 2601 S. CLAIBORNE AVE. TW 9-156! 











on 

















This little ad gets big results for New 
dealers co-opping with Walter Bros., 
tor distributor 
to a different 


Orleans 
RCA Vic- 
One of a series, each ad is keyed 
color TV program. 


Arty setting for TV sales materialized at At- 
lanta, Ga., when Knapp Television Laboratories 
tied in with Motorola’s “Amateur Artists’ Ex- 
hibition” promotion, dressed its walls with 93 
paintings by local artists. Above, Jim Knapp 
shows a fine-art lover one of the finer points 
about a new TV set. Knapp said the first five- 
day exhibit he ran opened the door to an en- 


. ee 
peawes 


This cool gimmick stops ’em cold on the swel- 
tering streets of Birmingham, Ala. Appliance 
dealer Ross Black has chained Rich Co. “Wind- 
maker” fans to the cab roof of all his service 


ELECTRICAL MERCHANDISING WEEK 
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tirely new clientele category. The idea paid off 
so well that Knapp management decided to 
make the art show a permanent feature for 
pulling in the traffic. Atlanta artists are invited 
to hang paintings free on a revolving basis for 
30 days. People stopping to view art will seldom 
leave without a demonstration in the fine art of 
TV selling. 


oe = 
nee 


and delivery trucks. Puzzled motorists pulling 
up alongside Black trucks to kid the drivers, 
often wind up as new customers, sold by one of 
several sales-trained drivers. 
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COURTESY UNITED WALLPAPER COMPANY 






































ELECTRIC CLOCKS 


as up to the minute 
as the time 


they keep 


The WAFER— 
Smartly clad in 
copper for your 
kitchen wall. 

7” case. $5.98 


Blending or contrasting with 
your room’s decor, they’re so 
timely right for modern living! 
Your choice of models for liv- 
ing room, bedroom, kitchen .. . 
anyplace in your home. Precise 
to the second, softer than a 
hush, modern as a satellite—see 
them wherever electric clocks 
are sold. 


Since 1831 
THE INGRAHAM COMPANY, BRISTOL, CONN. 


Lourinburg, N.C. Toronto, Canada 


DIAMETRIC Decorator $11.95 


PRINCESS Alarm $3.98 


ADD-A-NAP Alarm—Calls you 
... Quiet at a touch... then 
calls you again. $9.98 


Millions 
of 
people 
saw 
this 


graha AY) 


ad 


... you will see 


_ the complete line 


of aham clocks* 


at the 


Atlantic City Housewares Show 


in 


Booths 1806-1808 
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LOOKS AT THE MANUFACTURER 








TEKTRON 
RADIO tec. 





“Wonderful news, Mr. Blain! The German freighter Hein- 
rich II and the Japanese freighter Osakiyama carrying a 


total of 173,000 transistor radios both went to the bottom 
following a collision .. .” 

















FRANCHISE AREAS 











“We just can’t seem to break through the line with that 
mame...” 


ARt 


ELectp. 
CTRIC MEG 

PRES. 

COMPTROLLER 

ADVERTISING 

PYBLIc REIATIONS 

SPIFF MGR. 


PERSONS < 











PYRSHAsIe ¥ 
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“HOLD EVERYTHING! RCA just brought out a smaller one!’ 
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MWaASTE KING 
“UNIVER SAL 











Customers can SEE the difference...you can SELL the difference...in the new WASTE 
KING UNIVERSAL PORTABLE DISHWASHER. It holds more dishes than any other 
—undercounter or portable. NEW“Z-ARM” 
action sends hundreds of detergent- 


dishwasher ever made 
split-level washing 
activated jets to every corner of the polyvinyl tub. “Z-ARM” 


washes up and down ..soaks, scrubs, scours and double-rinses 





every dish, cup, glass, pot, pan, knife, fork, and spoon. “Z-ARM” 
washing action does dishes better than she can. And, she piles dishes in any way 


she chooses because the new “Z-ARM” makes true random —— possible. Large, 








odd-shaped dishes and pots and pans go on either top or bot- 
tom rack, in any corner...anywhere. They can’t escape = the “Z-ARM” 
washing action. The exclusive self-cleaning filter sys- tem traps 
food wastes, flushes little particles down the drain, en- snares the 
big ones in an easily-accessible, easy-to-clean filter cage. A sculptur- 
ed beauty with a handy charcoal grey work- 
top, it rolls 3 easily from its storing place to 
sink. Hose | | o/s. connection snaps easily onto any style faucet. The new 
Waste King é ; Universal portable is everything she’s ever wanted in a 
dishwasher. See to it you're ready to capitalize on climbing dishwasher 


sales in the 





“soaring sixties.” Call, or 





wire collect, or write now for big promotion news about WASTE KING. 


WASTE KING CORPORATION, Los Angeles 58, California. UNIVERSAL 
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A DISTRIBUTOR SALESMAN says 


‘Dealers Speak 
A Strange Language’ 


A future historian may write that 
present-day society was composed 
of normal people and appliance 
people—two different groups of 
humanity separated by the same 
language. 

I am told that the world is full 
of such separations. 

In China, people speaking Man- 
darin cannot understand people 
speaking Cantonese. In Brooklyn 
recently, a visiting British diplo- 
mat—speaking English—was able 
to understand the Flatbush dialect 


of his cab driver only because a 
U. N. interpreter was with him. 

Unfortunately, there are no U. N. 
interpreters for appliancese—that 
peculiar dialect used by men of the 
appliance industry—so that the out- 
side world may never really get to 
know this strange tongue and the 
mannerisms of the people who 
speak it. 


So as a handy guide to students of 
exotic languages, I herewith sub- 
mit a brief lexicon of some of the 
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more puzzling phrases of applian- 
cese. 

“A dog’’—the other fellow’s brand 
of appliances. 

“The best’”—your brand of ap- 
pliances. 

“W.T.’—an abbreviation with 
many meanings usually used in 
conjunction with a sale price. For 
example, “brand new 23” TV con- 
sole $109.95 W.T.” Means “without 
tubes” “without tuner” “with your 
Thunderbird” or “wishful think- 
ine... 

“Carload sale’’—one of any mod- 
el appliance displayed on the floor 
of a retail store backed up by two 
more in cartons behind it. 

“Free Floor Plan’—a cunning 
fiscal device to over-stock a dealer. 

“Credit”—the thing almost any- 
one will give, everyone expects and 
few keep below their line of. 

“Cash’”—an archaic, unpatriotic 
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Sensational... Sellable 


Sensational new finish, Traditional—a vinyl 
of beautiful and natural grain inseparably bonded 
to Republic Steel Kitchen door and drawer fronts. 


Sensible ...the charm of yesteryear with all the 
conveniences of tomorrow. An all-steel kitchen with 


an exciting new finish that blends dining and living 








term hardly ever used, seldom so- 
licited. A method of payment which 
replaced the barter system and last- 
ed for centuries until the advent 
of floor plans. 

“Retailer’”—one who says he sells 
at wholesale. 

“Wholesaler’—one who says he 
sells at “close-out” factory prices. 

“‘Manufacturer”—the reason why 
retailers say they sell at wholesale 
and wholesalers say they sell at 
factory prices. 


If appliancese twists and tortures 
the English language, it also does 
some fairly startling things to ac- 
cepted ideas in mathematics. 

For example, in arithmetic five 
equals five. But not in appliancese. 
A radio with ‘5-tube performance” 
is really a radio with 3 tubes. 

In some cases one equals 365 as 
in the ads that feature super-duper 
sales prices for “ONE DAY ONLY” 
which actually means one day at a 
time for 365 days of the year. 

In the realm of higher mathe- 
matics, appliancese has devised an 
equation whereby one equals infini- 
ty. Take, for example, the one in 
“only one to a customer.” This real- 
ly means one times the number an 
individual will buy. 

Some of the most mystifying 
phrases of appliancese concern the 
simple word “profit.” 

At a large distributor convention 
one time I met an appliance whole- 
saler from Latin America who told 
me that the dealers in his country 
worked on a 1% profit structure. 

When I asked how it was possible 
for any dealer to survive on a 1% 
profit, he explained it to me this 
way. “Well, Senor, you see, the 
dealers buy the appliance for one 
and sell it for two. That’s 1% 
profit.” 

All of this proves, I think, that 
while music may be the interna- 
tional language of all mankind, ap- 
pliancese certainly is not. 

The last appliance dealer I heard 
of in this country who succeeded in 
making that kind of a Latin “1%” 
sale, was accosted by the Better 
Business Bureau, barred from the 
local chamber of commerce and 
threatened with arrest. 


ABOUT THE AUTHOR—The creator 
of this column is a well-known dis- 
tributor sales manager who, for ob- 
vious reasons, doesn’t want to be 
identified. 





Standard Units of 
Republic Steel Kitchens 
are available in a wide 
range of sizes in base 
and wall cabinets, 
sinks, drop-ins, and 
accessories to meet 
every kitchen need and 
size. Easy to sell, easy 
to install! 


areas into centers of gracious living. 





Sensational... Sellable...just what the home- 
maker ordered. So sensational, so sensible, the buyer 
doesn’t have to make a choice—just a decision. 











Send for complete information and color sample. 


WHY STOCK TWO...when one will do 
REPUBLIC STEEL 


Ritthiond 


REPUBLIC STEEL « BERGER DIVISION 
CANTON 5, OHIO 











REPUBLIC STEEL KITCHENS, DEPT. C-9537 
1156 BELDEN AVENUE ¢ CANTON 5, OHIO 


Please tell me more about the advantages of Republic’s : 


Traditional Finish and send color sample. 4 
: Don’t Blow A Gasket 


SAVE IT. And you can by using 
Devcon Rubber on refrigerator and 
dryer doors. Real rubber in semi-paste 
form, Devcon sets in two hours into a 
permanent flexible repair. 


Name Title 








Address 
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DomINION 
CCE MENT guaRdnes 





Before you buy be sure to see... Dominion’s Seal of Quality! 





Three convenient, time-saving appliances in 
one, it bakes, broils, grills, like a full-sized 
range. Can be used anywhere—dining room, 
recreation room, patio—for baking pies, cakes 
and cookies; roasting meats; grilling or broil- 
ing steaks; heating TV dinners and many other 
foods. Adjustable racks, heating element, and 





NEW! 


New concept in hair drying. A complete 
beauty salon in one compact, handsome lug- 
gage case 12%” x 10” x 4%” —glamorously 
styled in sand, pink and beige with gold trim. 
Five push buttons (off, cool, warm, medium, 
hot) provide a complete temperature range. 


World's first and only completely self-storing 
hand mixer. Ingenious design keeps beaters 
and cord safe and convenient when mixer is 
not in use. High impact plastic case is styled 
in gold and white. Large chrome beaters as- 
sure faster, more efficient mixing and blend- 















MODEL 2505 PORTABLE 


LNUTOM VL NUUG 


grill pan convert oven to a broiler or grill in 
seconds. Complete with automatic two-hour 
bell-ringing timer, thermostatic control, signal 
light, look-in window, handy cook guide, and 
counterbalanced lid. Styled in handsome beige 
with metal trim. Size: 16%” x 144%” x 11”. 


Special vent for drying nails. Scientifically- 
designed hose and vinyl drying hood concen- 
trate air on hair—keep hands free for fixing 
nails, sewing, reading. Large removable mir- 
ror. Whisper-quiet motor won’t interfere with 
radio or television. 




















ing. Fingertip push button, releases beaters 
instantly and positively. Quiet, powerful 3- 
speed motor (Hi-Whip, Med-Mix, Lo-Blend). 
Mixer sits back on wide heel rest; won’t tip 
over. Weighs only 22 pounds. 






















IT’S AN OVEN IT’S A BROILER ITS A GRILL 


Completely new and different portable beauty salon. 


New Dominion hair dryer with 
signal light and push button dryer has spacious accessory 
controls makes drying 50% compartment for combs, 
faster brushes, pins, etc. 


Perfect for travel, new hair 


Styled like the finest luggage, 
new hair dryer weighs only 6 
pounds; completely portable 





Completely self-storing, “Stow Away” hangs on wall; prevents 
damage or loss of beaters and cord. Beaters store safely in mixer 
fins. Removable cord wraps around handle post and snaps tight. 


=> 






> 









The Men One 
Meets a! Mixers 


al 






for Me” by Jean 
See the fashion pages! 


See the food pages! 
See the bedroom pages’ 





“yal 













Millions of ready-to-buy 
(ge customers will see 

, Dominion’s three new 

|Z — a 2 a re appliances advertised 
(Ney hes a. FULL-PAGE FULL-COLOR 
Oke LiKe in McCall’s magazine... 
America’s most exciting 
women’s magazine! 





















— 
A USE TESTED * 
* Calls 3 









=” Dominion dealers are backed by 
<> ~=6powerful national advertising in 
McCall’s magazine, network TV participations 


on Queen For A Day and The Price Is Right PLUS 
these free in-store sales aids! 








FULL-COLOR BLOW-UP—a giant ad reprint of the McCall’s advertisement in four color for window or wall use. 
McCALL’S USE TESTED TAG—The result of thorough testing. Supports national advertising at point-of-sale with pig D> 

convincing story by McCall's editors. COUNTER CARDS—four different counter cards in color. One card for cf HE + GUARNS 4 

each of Dominion's three new appliances. A fourth card features the McCall’s advertisement. SALES SHEETS 

—detail complete selling information and illustrate product features. Sheets available on each of Dominion’s ' ¢ Vi FT gal ; > ah 
three new appliances. ENVELOPE STUFFER— covers Dominion’s new portable oven. Ideal for over-the-counter 

or direct mail use. Imprint space provided. GET ACQUAINTED OFFER— special plan enables you to purchase for 


your own use any of Dominion’s three new appliances at extremely low prices. AD MATS— One, two, and three ELECTRIC CORPORATION 


column ad mats available on all three of Dominion’s new appliances. GLossy PHOTOS — available on all ap- AA P . 
pliances to help you develop your own newspaper ads anstfield, Ohio 
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To sell air conditioners 
you need New York oe 
and THE NEWS! aan 












































350,000 180,000 230,000 100,000 140,000 150,000 180,000 
NEWS Mirror Times Herald Journal- Post World- 

Tribune American Telegram 
(Source: Profile of the Millions—2nd Edition) & Sun 


In th é biggest a nd best air-conditioning market, 
The New York News has 350,000 readers in households owning 


room air-conditioning units— more than any other New York 


morning or evening newspaper. 


The News also has more readers in households owning 
automatic washing machines, electric refrigerators, electric ranges, 


electric mixers, other major appliances. 


Reaching more buyers, The News pushes up quota curves, turns up 
turnover, brings crowds to the selling floor—from all income 
groups. The News has more readers in families with incomes over 


$5,000, and more over $10,000 than any other New York newspaper, 


Whatever you sell—you need The News! Only The News delivers 


the vast potential of the nation’s biggest market. 


The nearest New York News office will gladly tell you more 


about your biggest sales opportunity ! 


THE NEWS, New York’s Picture Newspaper 


More than twice the circulation,daily and Sunday, of any other newspaper in America 





News Building, 220 East 42nd St., New York 17—Tribune Tower, Tribune Square, Chicago 11—634 Buhl Building, Detroit 26—1405 Locust St., Philadelphia 2 
3460 Wilshire Boulevard, Los Angeles 5—407 Lincoln Road, Miami Beach 39—155 Montgomery St., San Francisco 4—27 Cockspur St., London S. W. 1, England 
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NERAL ELECTRIC 


LIGHTED DIAL CLOCKS 
WITH MINIATURE STYLING 


One for him, one for her! Both feature miniature 
design and the “Read-Easy” dial that lights up at 
night for easy reading. New Trip-Mate travel alarm 
combines pocket radio styling, space-saving size, all- 
electric convenience. The Vign-ette is graceful in 
contour, fits in tiny spaces. They’re extra-feature 
clocks for extra-easy sales! 


$11.95 Lights up in the dark. Miniature size, cord compartment, 
hinged lid. Hi-impact brown case. Trip-Mate, 7274-K. 


$9.98 Easy to read day or night. Miniature alarm. Bulb lasts 
many years. Pink, beige. Vign-ette, 7267-K. 


WALL CLOCKS WITH A FLAIR 


Exciting new kitchen and decorative models. A happy 
combination of fresh, different styling and priceless 
antique designs. Some come two ways: synchronous, 
or with precise battery-operated movement that does 


away with cords. There’s something for everybody! 





gs 


$7.98 Mosaic pattern. Clock hangs or stands. Mosaic beige, $14.95 Dial “floats” in a sculptured-effect tray. Cherry or 
gray or white. Patterns, 2118. walnut finish. Wall King, 2073. 


$24.95 New synchronous model, 2074. Also in cordless design, $39.95 Antique design, now synchronous, 2075. Cordless $49.95 Early American classic, cordless, 2077. Synchronous, 
2070, $29.95. Fruitwood or mahogany finish. Show Piece. model, 2D71, at $49.95. Gold color. Colonial Times. too, 2076, at $39.95. Fruitwood finish. Freedom. 
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ANNOUNCES NEW CLOCKS 


ALARM CLOCKS / NEW IDEAS, NEW STYLING 


Plenty to shout about! New miniature models...new see-through 














packaging ...a super travel alarm...unique grain effects ...new 
case materials ...a crystal clear tambour clock . . . and still others with 


distinctive beauty. Every last one is electric, quiet and accurate. 












aa 


$7.98 Graceful, feminine alarm. Another General NEW SEE-THROUGH PACKAGE for Vign-ette. Corsage- 





Less than 3” high, yet the dial is easy to read. Cue-ette, Electric miniature design! Case colors: pink or antique type gift box in orchid color. Makes an attractive 
78261. Also luminous, 7S261-L, $6.98. white. Vign-ette, 7267. and protective display. 









$7.98 Vinyl covering gives striking grain effect. Spar- $9.98 Luminous travel alarm with pocket radio smart- $12.95 Miniature wood case. Fruitwood finish. Wood- 


kling border. NuGrain, 7271. Also available in a ness. Cord compartment, hinged lid. Choice of brown lette, 7269. Also a luminous model, 7269-L, fruitwood, 


luminous model, 7271-L, $8.98. or gray case. Trip-Mate, 7274-L. mahogany finishes, $13.95. 





$17.95 Blends in anywhere, embellishes any room or $19.95 Tailored alarm clock for desk or den. Good $29.95 A truly luxurious clock. Crystal clear case... 
setting. African mahogany case. Kingswood, 7275. taste styling. Rich metallic colors. Medallion, 7276. low, flowing lines. Alarm. Clearlux, 7272. 

















CONSUMERS PREFER GENERAL 
ELECTRIC CLOCKS 7 101 wer 


any other brand of electric clocks. Here 
are the figures from a 1960 study just made 
by the Starch Marketing Data Service. 


FOR YOUNG. HOMEMAKERS 


This Week 
xX RUE y Parenis 










GENERAL ELECTRIC ..... . 13% 





% 

2 ip eh i ee Re WEEKLY TV COMMERCIALS will continue to tell | BARRAGE OF ADS will build sales for General Electric clocks in mass 

ae rn, Cet Soe eee |S millions of viewers all about General Electric extra- magazines—Life, Post and Better Homes and Gardens; class magazines 

Brand D é 10% feature clocks. They'll be appearing this Fal! on —House Beautiful, House & Garden, Living, Sunset, The New Yorker 
ry ary ee ere the G-E COLLEGE BOWL, the popular quiz show, every and Holiday; men’s magazines—Sports Illustrated and True; special 

OS a ere mre |. Sunday at 5:30 P.M. ET and PT (4:30 P.M. CT). Tune audience books—Parents’ Magazine, Senior Scholastic, Seventeen, 

ee es 6% in your CBS channel...see how we're pre-selling Glamour, Ingenue, Co-ed and Successful Farming; plus the big-circu- 

ot ag lighted dial, miniature and Snooz-Alarm® clocks. lation magazines of 506 newspapers from coast to coast. 
SS ee errno e a ar 


Snooz-Alarm is a registered trademark of General Electric Company to identify Progress ls Our Most /mportant Product 


its brand of repeat alarm clocks 


All prices are manufacturer's suggested retai! prices plus applicable taxes 


General Electric Company, Clock and Timer Department, Ashland, Mass ( r N a a A L 46) ft LE C I ke | C 
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Wise birds feature 


AMERICA’S FIRST AND FINEST! 
polisher-scrubber 


The high turnover, step-up line for ‘‘marriage-trade”’ to “‘carriage- 








trade’’! Profit-priced at every leve|,to capture every market! That's 
Regina, America’s original, best am@ most widely used polisher, all 
aalsiecl Mec laleme oleliiamielae-Mthi-lajan(-me)i serpice. Most advertised, most de- 


| 
‘manded by consumers, easiest-to-sell polisher! 
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REGINA| Cd 





THE VACUUM TO CROW ABOUT! 
electrikbroom - 


49% AHEAD IN SALES first 5 months of 60... outpacing 
the industry! The original full-powered, lightweight vacuum—and 
the most raved-about! A proven seller—shattering sales records year 
after year. On the “hot” sheet of virtually every important chain and 


department store. A proven, powerful traffic builder for every store! 
fd 


When you advertise 

Regina Electrikbroom 
something wonderful 
happens — TRAFFIC 


+? 


ome 
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The exciting newcomer in floor appliances! 
Scrubs and dries floors automatically in one 
continuous operation. Regina-designed to give 
you the tremendous traffic and turnover you 
now enioy with the Electrikbroom. 

















REGINA ELECTRIKMOP — BUILT TO DO ONE JOB AND DO IT BEST: 


™@ Simple mechanical drain-off—no dirty water bag or messy 
bucket to empty! 


Exclusive built-in, all-metal water-separating system for clean, 
efficient operation! 


Hands never touch water! Knees never touch the floor! 
No dribble! Floors dry instantly—and remain dry! 
Non-rust, all-aluminum operating unit! 

Only 9 Ibs. light—handy to use... easily portable! 


Convenient swivel nozzle to reach the hard-to-get-at places... 
natural bristle brush! 


@ Easy to store—hangs on any hook! 


Best all-around because it’s made best by Regina—famous for over 
50 years for floor appliances with built-in performance, durability 
and consumer satisfaction! Priced right for vigorous volume and 


mighty profits! 
ANOTHER FIRST! Exctusive Regina Floor Cleanser 


Concentrate with molecular action! Remarkable, new 
Regina Floor Cleanser Concentrate dissolves dirt and 


places it in suspension for easy pick-up. Low-foaming... 





non-filming—no rinse needed! Come see demonstration. 


WISE BIRDS! Flock to the Regina Exhibit! 
(Space 765-767-769) 


ATLANTIC CITY HOUSEWARES SHOW 
JULY 11-15 


Or mail coupon for all the exciting facts on Regina’s profit packed line! 


a The Regina Corporation, 11 Regina Ave., Rahway, N. J. 

Sure, | want to know all about Regina’s money-makers! Please rush information on: 
(] New Regina Electrikmop (0 Regina Electrikbroom (J Regina Polisher 
[] Regina Floor Cleanser Concentrate 

(] Please send name of Regina distributor in my area. 


STORE — a a ee eS a 





Po ————————— 








CITY. De eee 





| | ee 
Cs, ance IN CANADA: SEND COUPON TO SWITSON INDUSTRIES, LTD., WELLAND, ONT... om a= a = = 
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FAINI! 


A golden opportunity program to 
Sell the Seal and Seal the Sale! 





MODEL 60MC 


THE CUSTOM CHROME 


* 
Wusete? 
PORTABLE MIXER 


The Hamilton Beach portable 

mixer showpiece in gleaming 

chrome plate. Top of the line for 

gift promotions. Guaranteed five years. 


This Hamilton Beach 
guarantee seal has proven 
impact. Consumers give 
it as one of their top 
reasons for choosing 
Hamilton Beach 
appliances. Three 
consecutive years of 
sales well above 
industry averages give 
further proof of 
the strength of 
Selling the Seal to 
Seal the Sale. 


THE SUPER 


VWusete’ 


PORTABLE MIXER 


MODEL 70 


NEW POWERFUL LIGHTWEIGHT MIXER... 
NEW LARGER BEATERS! NEW DETACHABLE CORD! 


~ 


Switch, speed selector, and beater ejector 
all conveniently located on top of handle. 
Guaranteed five years. In pink, turquoise, 


+4 g95* 


yellow, white. New Low Price! 


i 
See the HAMILTON BEACH FALL SPECTACULAR 


BOOTHS 634, 36, 38, 40 


National Housewares Show 














FALL 
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Easy 


Wer / pierce 


automatic electric 


CAN OPENER 


the only electric can opener guaranteed 
5 years in writing! 


| 





@ Automatic...one lever holds, @ Easy to clean...removable 
pierces and opens.all cans cutting wheel 


@ Famous Hamilton Beach ® Perfect for counter top use... 
motor wall bracket also included 


@ Removable magnetic lid lifter 


MODEL 5CO $9495" 





woes 7 =S FEATURING SPECTACULAR 
NATIONAL ADVERTISING 


A once-in-fifty-years volume builder! 
THE GOLDEN ANNIVERSARY i NETWORK TV WITH JACK PAAR! 


a 2 ‘i 
Wusetle' 5X NETWORK RADIO WITH “MONITOR” 


PORTABLE MIXER Jit 
IN LEADING MAGAZINES 
A COMPLETELY NEW DESIGN FROM Y~* 


THE MOST RESPECTED NAME IN aC IN NEWSPAPER SUPPLEMENTS ~“ , 


PORTABLE MIXERS 
JY IN LOCAL NEWSPAPERS 
Three speeds; stands on end; ie 


guaranteed five full years in writing! x DAYTIME TV AUDIENCE 
PARTICIPATION PROGRAMS 


GOLDEN — a Mag tel 
pascisrivinecscimiel K( plus spectacular point-of-purchase displays ~~~ leieittecs wes } f Suburbia Today “ene 
SPECIAL... VT comonane a ma a 
ONLY $ tal New r iF be edz | 
- te >) - ~ 
(@ 


NOW FEATURING the full line of Spectacular Gifts 


by Hamilton Beach—Call your Distributor Today! —— die *Suggested Retail Prices 


®1960 “HAMILTON BEACH” is a registered trade mark of SCOVILL MANUFACTURING COMPANY, Racine, Wisconsin, and St. Mary's, Ontario, Canada *Suggested Retail Prices 





reach 
the profit market 


with “the finest made” 


hitchen Aid: 
FOOD PREPARERS 


A model designed for every need—each with more exclusive 
features and recognized as the finest made. KitchenAid 
quality mixers give you extra profits, and you gain the big 
bonus of lasting customer satisfaction. Future business is assured 

because you’ve made sure your customer buys a quality 
Write KitchenAid Electric Housewares Div., The 
Hobart Manufacturing Co., Troy, Ohio. In Canada: 175 
George St., 2 


product 


Toronto 2. 


Coffee mill. Recapture the enjoyment of a 
cup of real coffee...every meal with freshly 
ground coffee. And full-strength coffee gives 
more cups of better coffee for every pound. 


See us at 
Booths 575 & 577, 
Atlantic City. 


i 
| es KitchenAid... 


NEW! Power Portable 
Mixer solves the major 
portable mixer complaints: 
excess speed that sprays 
ingredients, and slow- 
downs. A built-in power- 
booster automatically steps 
up blending power as the 
batch thickens. It main- 
tains positive mixing in the 
bowl and means sure, con- 
sistent results—never a 
messy counter. Thumb rest. 
3-speed control. Beater 
ejector. Mixing guide. 
Light weight, perfectly 
balanced. Stands on coun- 
ter or hangs on wall. 


MODEL 3-C...3-quart 


MODEL K5-A...5-quart 





Three counter mixers. 
Every model actually a 
complete food preparer. With 
convenient, 
attachments, they chop, 
shred, slice, juice, even 
KitchenAid 


planetary action for thor- 


easy-to-use 


open cans. 


ough mixing to bowl edge. 
Model 3-C 


orator colors and finishes, 


comes in dec- 


as well as white. 


the dealer’s profit appliances 
Products of The Hobart Manufacturing Company « Troy, Ohio 





KitchenAid Electric Housewares Div. 
The Hobart Manufacturing Company 
Dept. KEM, Troy, Ohio 

In Canada 


Get full 
information 
on Hobart's 

startling new 

KitchenAid Attu 
Power Portable City 

Mixer. 


Name 


Store Name 


My distributor is 


Hobart, 175 George St., Toronto 2 


Kone 


5 
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They Make Money 


On Free Service 


Sales of TV sets have jumped 20% since S.O.S. TV in 
El Paso began offering a year’s free service on each set. 


“This is our way of meeting dis- 
count house competition,” says Joe 
Ayoub, general manager and co- 
owner. “And it increased our TV 
sales 20%. 

“Take a console listing for $299. 
A real discount house might offer 
this for $259. They can’t go much 
below that on a current model be- 
cause the margin isn’t there. And 
the customer understands there is 
no service, nothing more than the 
manufacturer’s warranty when they 
buy at the discount price.” 


What S.O.S. has done is balance the 
customer’s awareness that a service 
contract would cost from $35 to $50 
against the potential saving of $40 
at the discount house. Comments 
like these from S.O.S. customers 
have convinced Ayoub of the ap- 
peal of the free service offer: 

‘“We’d rather pay more and be 
sure, than pay less and be sorry,” 
one woman customer commented, 
and gave S. O. S. TV a slogan and 
a sale. 

“We don’t feel right,” said one 
customer, “buying from a discount 
house, and having to depend on a 
regular dealer for service. We be- 
lieve service costs are higher that 
way, and some dealers refuse to 
service what they don’t sell.” 

“If we bought from a discounter,” 
another remarked, “who would we 
depend on for service? We would 
be on our own, relying on a service 
outfit that had no interest whatso- 
ever in us or our set.” 

“We had our experience,” an- 
other remarked. “We called one 
service shop at random, and after 
looking at our set, the man disgust- 
edly told us we bought the wrong 
make. That if we had bought Brand 
X, we wouldn’t have this trouble. 
Were we interested in trading? 
When he found out we had no in- 
tention of trading he left, after in- 
forming us it would cost too much 
to fix our set, and it wasn’t worth 
i”? 


It costs S. O. S. TV an average of 
$20—parts and labor—to service a 
customer for a year. “It would cost 


us more than that,” Joe Ayoub de- 
clared, “if we weren’t set up to 
handle service. We do get a lot of 
nuisance calls that we wouldn’t 
otherwise have to contend with. But 
one of our service trucks is in the 
neighborhood, and it doesn’t cost us 
too much for one of our servicemen 
to drop by.” 

The 20% increase in sales more 
than absorbs this dilly-dallying ex- 
pense. In addition paid service calls 
have shown an increase. 


Consumers are neither bashful nor 
very diplomatic. They ask—and 
make no bones about it—when dis- 
cussing the free service for a year, 
if calls are made a week hence, or 
whenever it’s convenient to get 
around to it. 

“We place our free service calls 
ahead of paid service calls. This 
free service could be treacherous, 
were we not prepared to render im- 
mediate service.” 

“The public,” says Ayoub, “has 
become so gimmicked that some 
buyers are suspicious about offers 
they haven’t encountered before. 
We are breaking down this resist- 
ance by giving free service calls 
first preference. The word gets 
around fast.” 

Currently, paid service calls are 
running neck and neck with the 
free service calls. 

The store handles 400 paid serv- 
ice calls a month. These average 
out at $10 each, including the charge 
for parts. There is, also, an average 
of 100 bench jobs, averaging $25 
each. 

There are 400 free service calls 
per month, and 50 bench jobs. 
These, by the way, are all new sets. 


This free service applies only to 
console sales. Buyers of table mod- 
els have the privilege of buying a 
year’s free service policy—includ- 
ing parts and service—for $19.95. 

“This sways a few customers to 
step up to a console model,’ Joe 
concluded. “‘We sell very few serv- 
ice policies. Anyway, we prefer to 
rent portable models, and sell con- 
soles.” 


SERVICE RECORDS are marked in red ink to indicate which service customers are 


entitled to year’s free service. Free calls get priority over paid ones. 
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Are you AND your customers all burned up about . 








BURNOUTS ON TOO MANY 





APPLIANCE 


Most people are. Ever since the 
advent of “workhorse” electric ap- 
pliances, customers, dealers, serv- 
icemen and manufacturers have 
been red in the face over motor 
trouble. Because burnouts are the 
most expensive kind of motor trou- 
ble, it will pay you to take a few 
minutes now to find out how auto- 
matic motor controls can help stop 
burnouts and sell appliances. 


Customers don’t blame the motor— 
they blame you and the appliance, 
when overheating causes a burnout. 
The average housewife has no idea 
what’s happened when a motor 
winding burns out. Her appliance 
just stops dead, that’s all. Her im- 
mediate reaction is to get angry 
because she can’t finish her work, 
and maybe scared because she 
smells smoke. She takes out her 
venom on you when she calls up 
for rush service and squawks about 
the “crummy appliance” she got in 
your “schlock shop.” Servicemen 
find that no matter how carefully 
they explain the trouble, she won’t 
change her mind—the appliance she 
bought is no good, and the dealer 
she bought it from is no better. 

Even when customers overload, 
the burden of proof is still on you. 
Of all the causes of overheating and 
burnout—line voltage trouble, me- 
chanical failure, improper ventila- 
tion—repeated overloading by the 
customer puts the dealer in the 
most sensitive position. It’s almost 
impossible to convince the house- 
wife she’s using her clothes washer 
or garbage disposer carelessly, es- 
pecially when you sold the appli- 
ance on the basis of ruggedness and 
durability. No matter what you say, 
chances are she’s still going to blame 
the appliance, not herself. Unless 
the appliances you sell are ade- 
quately protected against over- 
loads, you’ve got to expect trouble 
—from burned out motors and from 
burned up customers. 





Good controls save you money, 
please customers, help clinch sales. 
When selling a motorized appliance 
with ‘automatic overload shutoff 
controls, you can play up the ad- 
vantages of full automation. It’s 
safe—no danger of fire or smoke. 
It’s foolproof—no danger from acci- 
dental overloads, even the kids can 
use it. It’s convenient—no long waits 
for big repairs. It’s less expensive 
in the long run—little chance of 
expensive burnout repairs or motor 
replacements. In any case, the con~ 
trol shuts the motor off before over- 
heating does the damage. 


Three types of controls protect ap- 
pliance motors against burnouts. 
The differences are explained by 
Leo Kowal, service industry spe- 
cialist, Metals & Controls division 
of Texas Instruments Incorporated: 


Remote overload relays respond 
to motor current fluctuation only, 
but they are located away from the 
motor and cannot sense motor tem- 
perature accurately. 


Thermostats respond to temper- 


ature only. Fast heat rise motors 
may not radiate heat to the thermo- 
stat quickly enough to prevent 
motor windings from burning out. 


Inherent controls (built-ins) 
sense both overheated windings and 
overloaded current, shut off motors 
at the instant they become hot 


MOTORS? 


Nine years of research prove that 
motor burnouts are not necessary, 
and that you need not expect this 
kind of trouble from appliances and 
customers. Since 1951, Texas In- 


struments has studied and recorded 
a total of over 5,000 appliance mo- 
tors in special repair shop surveys. 
Data from the surveys show that in- 


enough to endanger burning out the 


windings. 


inside appliance motors, 


herent controls, properly attached 
prevent 


53 


burnouts better than other types of 
controls. 


Motor repair data on electric re- 
frigerator and washer motors speak 
well for inherent controls. Of re- 
motely protected refrigerator mo- 


tors needing repair, 16.9% were 
burned out. But only 3.4% of in- 
herently protected motors had 
burned out windings. The score on 
clothes washer motors was even 
more impressive. Remotely protect- 
ed motors burned out—63%. In- 
herently protected motors burned 
out—none. 


Appliance motors with inadequate 
controls break down again and 
again, say Texas Instruments re- 
searchers, and customers get mad- 
der and madder. The result: lost 
confidence in the brand. 











John Phillips, President of John Phillips 
Co., Kansas City, Missouri, bowls a lot 
of strikes! And he scores high in busi- 
ness, too. At 26, he’s really sold on “the 
Frigidaire Way” of doing business. On 
pricing for instance, John says... 


"No need to 


speculate...with 


Frigidaire! 


“IT can base Frigidaire 


purchases on my needs .. . not 


on 


price speculations. Prices 


are the same every day, for 


all 


dealers. No worries about 


the other guy getting a better 


deal. I’m sold for good on the 


vey) 
EF 


“Frigidaire Way!” 


The ‘‘Frigidaire Way’’ simply 
means attending to the principles 
of good business practice—includ- 
ing such “time-worn”’ ideas as hon- 
esty, sincerity, and fair play. And 
this policy pays, in dealer loyalty, 
self-esteem and growing sales. 


FRIGIDAIRE 


PRODUCT OF GENERAL MOTORS 



















































































































































































ELECTRICAL MERCHANDISING WEEK 








WHO Will BE 


Starting Sunday Evening—Sept. 18th—8:30 P.M. (N.Y.T.) 
WESTCLOX presents “THE TAB HUNTER SHOW!” 


Make a date now to meet Westclox’s newest salesman on full NBC network 
television—Tab Hunter, star of the all new “TAB HUNTER SHOW” featuring 
Richard Erdman, Jerome Cowan, hundreds of Hollywood’s loveliest starlets... 
and the complete Westclox line. ‘TAB HUNTER SHOW” will be aired every 

Sunday evening during top view- 


ereneneeeeees iii age are ae 
ODOOODOOODDODOOAAAODONOONO Nee oO vorciaiswrillbe seon and heard 
WESTCLOX FAIR TRADE by approximately 53,200,000 un- 
PLEDGE duplicated viewers every Sunday 


night. This program has the mass 











Every Westclox product carries a tag bearing a appeal to give you your biggest 

Fair Trade price that represents honest valve. Westclox selling season in history. NEW DASH ELECTRIC ALARM 
These prices which are nationally advertised and 
known by customers from cost-to-coast, plus 
Westclox’s unrelenting support of Fair Trade, help 
assure you of a fair profit on every product sold. No. 807. Plain Dial, Pink or White Finish 


Sin NON OOOO ~ No. 807-L. Luminous Dial, Antique White Finish. .$5.98 


High impact case is guaranteed for 5 years against break- 
age. Ultra smart styling. 
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NEW BABY BEN DELUXE KEYWOUND ALARMS 


America's favorite...in three new luxury models. Choice of 
brass, pink sequin or engraved silver finish. 


No. 365-L 





NEW DELUXE 
TRAVETTE ALARM 


Genuine cowhide case only 3x3x1” 
closed. Luminous hands. Choice of 


red or tan finishes. 
Ses San oh. 600s benisecanes 


NEW CAMDEN 
WALL CLOCK 
Gold color with silver decorations 
Easy to read raised numerals. 22 
inch diameter. 
No. 401. 8 day front wind..... $22.50 
No. 909. Electric with sweep 

second hand........ $19.95 












NEW GRANBY 

WALL CLOCK 

New modern design in an 8-day 
keywound wall clock. Harmonizes 


with any decorating scheme. Brass 
finish dial. 26-inch diameter 


YOUR FULL PROFIT LINE 







NEW DELUXE 
TRAVALARM 
Sliding shutter front; easel back 
Luminous dial, hands...non-break- 
able case. Duo-larm starts with 
steady sound, changes to bell tone 


NEW DUNE 


or black finishes. 


No. 475-L. Gold or Silver color re eee ere 


case, matching trim....... $9.98 
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NEW MANOR ELECTRIC 
WALL CLOCK 

Features tilt-down, glare-free dial. 
Mounts flush. Front hand set, sweep 
second hand. White, Turquoise or 
Yellow finishes 





KEYWOUND ALARM 

Moderately priced volume seller. Case 
has smart, sculptured gold colored dec- 
orations. Luminous dial, hands. White 


NEW! ASSORTMENT 444-A 
6 TRAVEL CLOCKS AT DEALER 
COST PLUS ONE (451-L) AT 
RETAIL PRICE ENTITLE YOU 
TO BONUS DISPLAY CASE 


Assortment includes: 
2 No. 488-L_ 1 No. 458-L 
‘J 3 No. 451-L 1 No. 475-L 


Retail price of timepieces in 
assortment.......... $56.86 





NEW! ASSORTMENT 444-6 
12 TRAVEL CLOCKS WITH 
DISPLAY CASE 

Assortment includes: 

4 No. 488-L 2 No. 458-L 
4 No. 451-L 2 No. 475-L 
Retail price of timepieces in 
assortment.......... $97.76 





NEW! ASSORTMENT 1041 
INCLUDES 13 CLOCKS AND A 
PERMANENT SELLING CASE! 

A complete clock department in 
one display designed to meet all 
your selling needs. Versatile... 
attractive...can be used for 
additional clocks in present in- 


Sie Caste $6.98 ventory. 


Retail Price $81.74 Dealer Cost $55.60 






; 

NEW DROWSE “~“+ ole 
ELECTRIC ALARM 
Features exclusive ‘‘sleep- 
selector’! Wakes you gently, lets 
you choose 5 or 10 minutes 
extra sleep...and wakes 
you again 
No. 800. Cloud Gray, Plain 

"RPP .$5.98 
No. 800-L. Doeskin, Pinefrost 
Green or Pink with 


udsdn@ws OlOlicscns<ecxs $6.98 All Prices retail! 


depena on WW ESTCLOX 


MAKERS OF BIG BEN « DIVISION OF GENERAL TIME CORPORATION « LASALLE-PERU, ILLINOIS 








HOW TO BE A 


SUCCESS AT THE HOUSEWARES SHOW 


1 = Why do you attend the House- 
wares Show? 


Despite the enormous sprawling layout and 
the profusion of booths, the answer most fre- 
quently given—without irony—was compactness. 
This is also known as the “capsule look” or the 
“under-one-roof view.” 

As a buyer from Cleveland pointed out, “It’s 
the first presentation of fall merchandise all in 
one place and under one roof.” 

“It would take me weeks or months to see 
what | can see there in a few days,” explained a 
buyer from Chicago. 

Albert Maslia, housewares buyer for Rich's, 
Inc. of Atlanta, figures he has two solid reasons 
for attending. 


“First, it's an opportunity,” he explained, “to get 
with executives to discuss bargains and to actu- 
ally talk prices on specific purchases. 


“Second, it's a chance to establish closer personal 
relationship with those executives. If we have 
any real problems with a line this is usually the 
time we get them straightened out with com- 
pany officials.” 

While separate buyers for chains, discount 
houses and department stores go to check what's 
new,” and renew contacts, independent dealers 
often go to see manufacturers who have no dis- 
tributors in their local markets. 

“| attend primarily to look for promotions and 
to see new items before they are brought around 
by reps in order to beat competition,” reported 
Howard Esch, merchandise manager of non- 
electric housewares for the Jefferson Stores of 
Miami, Fla. 

Esch’s counterpart at Jefferson for electric 
housewares, Melville L. Rosenstein, checks in to 
get a comprehensive picture “of all the lines we 
carry and that we might carry” as well as search- 
ing for new products. 

“I go to judge, generally, the market,” can- 
didly explained one merchandising man, “and 
do a public relations job for the store with the 
manufacturers.” 


2. Physically, how do you shop 
this Show? Is it better to go around 
the whole hall once, then come back 
to exhibits in which you're particu- 
larly interested? Or do you make 
out a list of exhibits to see first, 
then make the rounds? 


The important thing here is to develop a sys- 
tem. Virtually everyone EM Week interviewed 
had different approaches to show shopping. But 
despite individual idiosyncrasies, the answers all 
boiled down to the same thing: Work out a sys- 
tem—and stick to it. 


ELECTRICAL MERCHANDISING WEEK 


It’s a big, sprawling Show covering acres and 
EM Week set out to find how the experts 
make the most of it. There’s no simple solu- 
tion, but these tips will simplify the job 


“| spend the first two days covering the entire 
show from end to end,” explained a buyer from 
a big Chicago store. “| check, compare and 
make notes about everything I’ve seen. Then, | 
go back and hit the firms that have something 
I'm interested in. 


“You have to do it that way, because plenty of 
hot items turn up where you'd least expect them. 
An unknown company—one that you’ve never 
done business with before—can come up with the 
hit of the show and unless you've seen every 
booth, you’d never know it.” 

Practically everyone agreed that it’s impossible 
to get much done on the first day of the show. 

“| take a walk the first day and wave to 
everybody,” said a Cleveland buyer. “It’s im- 
possible to work that first day. Then | go back 
and start working.” 


A slightly different approach is used by Howard 
Esch of Miami’s Jefferson Stores. 

“| shop the show physically the first day,” he 
said, “by going around to gaze, to look, and to 
get the feel of the market, to listen to the people 
who are talking and to listen to what's going on. 

The second day | go to work. Of course, you 
miss things and double back after about the 
third day. | make a list of things I’m interested in 
about the third day.” 

But some buyers figure it’s the backtracking 
that wears them down and do their best to 
avoid it. So, a buyer from Dallas looks over the 
entire show pretty well and gamely tries to make 
his stops en route. 

Melville L. Rosenstein of Miami's Jefferson 
Stores makes a complete tour, noting the “musts” 
and those items with “possible potential.” 

“After that,” he explained, “I try to work on 
a geographical basis to save time and distance.” 

Still another approach is successfully utilized 
by Norman Cohen, merchandise manager of 
Lechmere Sales, Cambridge, Mass. He walks 
through the first day, making appointments for 
the next two days and uses the fourth for “clean- 
ing up.” 

R. H. Moran of Miller & Rhoads, Richmond, Va., 
handles the show this way: 1) check present 
lines; 2) hit various secondary lines; 3) according 
to available time, visit others. 

Clearly, though, no one had a method that 
eliminated tired feet. 


K A Do you place orders at the 
Show? How do you estimate your 
“open to buy”? 


With money on the line, most buyers said to 
play it cosy. 

The consensus ran something like this: 

“Usually, | don’t buy at Altantic City, but | will 
at times. Usually, | make notes, take plenty of 
literature and decide back in my office. If some- 
one does have something which | think is hot, or 
if a manufacturer is really hot to close the deal 
and he has something | like, then I'll" buy. 


“But that’s the exception and not the rule. | 
do pick up specials, close-outs at the show.” 

The buyers had their reasons, too. One said 
he thought merchandise was displayed “too 
sexily” and he preferred to think about it in the 
calm, monastic quiet of his office. 

“We make almost no commitments at the 
show,” explained E.- H. Foster, merchandising 
manager of King Hardware Co. in Atlanta. 

“It would be too easy to get excited aind buy 
beyond our established quota. 

“Another reason for not making commitments 
during the show it that prices initially shown 
there are not always stable.” 

R. H. Moran of Richmond’s Miller & Rhoads 
shows up with a planned “open to buy,” places 
a few orders but does issue quite a bulk of com- 
mitments with later confirmation from home. 

When a chain buyer from New York shows 
up, he’s ready to buy, but he does his best to 
keep the situation “fluid.” 

His “open to buy” is usually divided into items 
to buy on the spot and those which require more 
weighing. The latter items actually may be pur- 
chased from New York. 

The “open to buy” picture? Melville L. Rosen- 
stein of the Jefferson Stores has his ready so he 
can take advantage of any specials he might 
run across. 

He plots his “open to buy” on this basis: in- 
ventory on hand, estimated sales, balanced 
against trend and the closing inventory. 


4. What in particular are you look- 
ing for this year (a) in electrics and 
(b) in non-electrics? 


Here any attempt to establish a broad con- 
sensus breaks down. The local situation often 
determined a buyer's. interest. 

Of course, a buyer from a big Midwestern 
department store wouldn’t get much argument 
with this explanation: “I’m willing to look at 
anything which | think will sell, especially good, 
low-priced items. 

But the buyer had things to look out for. 

“| am still leary about air purifiers,” he said. 
“| don’t think they’re too big now and | don’t 
think they’ll get too big. They’re a fad. In non- 
electrics, | am most interested in promotional 
fire place goods.” 

Not everyone was down on air purifiers either. 

“| might be interested in a low-cost one,” a 
Chicago buyer admitted, “since healthy stuff 
seems to be big this year.” 

Another buyer—this one was from Cleveland- 
said he was looking for quality trade-up mer- 
chandise in both electrics and non-electrics. He 
was searching for promotional and staple lines. 


“There is one thing we look for at all times,” said 
Melville L. Rosenstein of the Jefferson Stores, 
“the special buy, the closeout, the dump.” 
From Detroit, came this word from A. R.. Ma- 
lone, divisional merchandise manager for J. L. 
Hudson: “In electrics this year I’m looking for 
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merchandise to sell at a profit instead of 5% 
above cost.” 

And a Pittsburgh buyer was going to pzy 
particular attention to electric broilers. 


A department store man from New York will be 
looking for items his store can special, private 
labels, closeouts for exclusives in his area, any- 
thing going to limited dealers and new items 
to round out his bread-and-butter assortment. 

An independent dealer from New York came 
up with the most specific list: Percolators he can 
sell for $9.98, portable mixers for $8.98, toasters 
at $6.49, and steam irons for $5.98. 

Besides checking heaters and non-electric 
leaders, he'll be seeking ironing boards for 
$4.98, caddy sets for $2.98 and skillets he can 
buy for a dollar in lots of a thousand. 


- How do you split your time be- 
tween the big Show at the Con- 
vention Hall and the Independent 
Show? Do you look for different 
merchandise at each? 


This one was easy. If buyers were going to 
hit the Independent Show at all, they were going 
to shop on Sunday. 

Some felt the Independent Show had nothing 
to offer them, but Tony Silvestri, housewares 
buyer for Raymond’s took a different tack. 

“You can’t underestimate the Independent 
Show,” he stated. “Some of the biggest deals are 
made in the smallest hotel rooms with smaller 
companies who have latched onto -something. 
And there’s often more in different new items at 
the Independent.” 

A Cleveland buyer put it in this perspective: 

“| spend some time at the Independent Show 
to know what could be coming in the future— 
some small companies come out with some pretty 
good gimmicks.” 

E. H. Foster of King Hardware Co. in Atlanta 
always makes the Independent Show, even if he 
can take only a fast look. 

“We consider this important,” he said, since a 
number of new manufacturers with interesting 
new products are there rather than in the main 
hall only because they are newcomers.” 

And Melville L. Rosenstein of Miami's Jeffer- 
son Stores spends a day checking the Independ- 
ent Show as a comparative measure. 

“The Independent Show takes only a small 
amount of time,” advised a Pittsburgh buyer, 
“and lends itself to promotional items.” 


6. What preparations should you 
make before you go to the Show? 


Carefully distill the answers and you'll come 
up with the Boy Scouts’ motto: “Be Prepared.” 

Any buyer worth his salt, maintain men from 
New York chain, discount and department stores, 
knows his inventory—where they‘re weak, where 
they’re strong and what, generally, the needs 
are. And distributor contacts should have alerted 
them on what to expect. 

An independent dealer from New York takes 
a pre-show inventory of 50 items he buys in 
quantity. With this as background, he makes his 
judgments at Atlantic City. 

“Several buyers go to the show for our chain,” 
explained E£. H. Foster of King Hardware Co., 
“and we have a meeting before to decide who 
will look for what items. 

“Half way through the show we get together 
again to discuss what we have found and to 
decide about any commitments.” 

Another Atlantan, Albert Maslia of Rich’s, Inc., 
tackles the show by preparing a detailed plan for 
shopping—“dollar-wise and item-wise by cate- 
gories.” < 

Others don’t set up complete schedules. 


“| make a general outline of who | want to see 
and what | need,” said a Cleveland buyer. 
“Otherwise, go with an open mind.” 


The informal approach is sucessfully used by a 
Chicago buyer. 





“| haven't the time to make any real prepara- 
tion before | go,” he explained. “This is a fast 
track and it keeps me moving all the time. I’m 
usually up on what's moving, though, and | have 
a fair idea of what’s new before | get there.” 


ze How do you get the right at- 


tention at the exhibitor’s booth? 


Figure this. You spend all that time, effort and 
money to get to the show. And who’s the best 
guy to see? Right. The manufacturer's rep from 
back home. 

Howard Esch of Miami's Jefferson Stores looks 
at the whole thing philosophically. 

“Getting attention from exhibitors at the show 
has been a gripe for many years with every- 
body,” he said. “If they’re not busy, you get the 
right attention. But they can’t leave a customer, 
just because you happen to be a good customer. 
If they’re busy, | try to make an appointment.” 

If you’re having difficulties, try making ap- 
pointments in advance. That's the advice from 
Tony Silvestri of Raymond's, Boston. 


“It's just a big department store,” explained a 
department store buyer from Cleveland. “If 
they‘re busy, | stand and wait, if they’re not, 20 
guys jump you as soon as you walk up.” 

Perhaps the best piece of advice came from an 
experienced Chicago buyer. 


“You have to learn to be patient,” he said, add- 
ing, “The only ones who have trouble getting 
attention are the little guys.” 

A hint from Melville L. Rosenstein of the Jeff- 
erson Stores: “I never wait in a crowded booth. 
| make arrangement, usually to meet various 
factory reps at their booths at specific times 
throughout the show.” 

But one rugged individualist from the South 
believes “getting hurt” by a cool reception is so 
much baloney. 


8. How do you find out about 
dumps? 


Again, the local tactory rep gets the vote. 
Most often, buyers maintained, he’s the man to 
approach. How? Just ask him. It’s that simple. 
Certainly, no buyer possessed—or was willing to 
reveal—any magic formula for unlocking the 
information. 

“They'll always tell you,” explained a buyer 
from the Southwest. 

A Southerner takes a different approach. 

“It’s almost always up to us to probe around 
until we finally ‘smoke out’ any dumps that may 
be interesting. 

“Salesmen just don’t do a job on this. In 
order to feel out a possible dump, | may tell a 
representative we need 200 of an item provided 
we can pick them up at, say a dollar each. 

“He can always come up with something very 
close, but he almost never mentions these items 
to us on his own.” 

A Chicago buyer works it this way: “I keep an 
eye on what firms have big inventories, figuring 
they may be dumping and sometimes a factory 
rep will tip me off. 


“Sometimes we hear about them in advance, but 
usually | don’t know what's going to be dumped 
until | get to Atlantic City.” 

Dumps aren’t usually displayed openly, warns 
a buyer from Pittsburgh, “at least not with the 
price tags showing. But they can be seen in the 
hotels and behind curtains at the exhibits.” 

R. H. Morgan of Richmond's Miller & Rhoads 
works out the problem in two ways. He looks 
over the show specials on display for possible 
leads and checks with the New York buying 
office which usually knows about these items be- 
fore the show. 

Another route which sometimes helps in fer- 
reting out information about the dumps is to 
question dealers from other parts of the coun- 
try. That system works for Melville Rosenstein 
of the Jefferson Stores, but that’s not all there 
is to it. 

“For the most part,” Rosenstein added, you’re 
approached with dumps.” 


57 


9. What final, personal tip do you 
have for visitors to the Show? 


The theme is simple, but hard: Comfort. 
Get in training was the word from Cleveland 
and “be prepared to get pooped.” 


“A good idea,” explained a Chicago buyer, “is 
wearing a nice, white sport shirt so you don’t 
have to have both a coat and a tie. It’s too hot 
and muggy down there to wear a jacket. 

“Take comfortable shoes. Don’t try to break in 
your newest pair. You'll die.” 

And keep the material you have to carry down 
to a minimum ran the advice from New York. 

There’s a couple of more things visitors can 
do along this line, too. 

“The hardest part of the show is walking,” 
said Melville L. Rosenstein of Miami, “So, | don’t 
try to do too much in too short a time or wander 
from one end of the hall to the other to appoint- 
ments. 

“| get a floor plan and arrange what I'm to do.” 


“Plan every minute,” advised Albert Maslia of 
Atlanta. “With less than eight actual shopping 
hours per day, this is the only way to make a 
trip to the show pay off.” 

Howard Esch of Miami tossed in a good tip: 
“The one thing | found to great advantage in 
attending is not to be toddled off by salesmen. 
“I go into the show and stay to the right all the 
way around. | don’t look across the aisle. | don’t 
let any salesmen call me over to his booth. 

“Instead, | get their space number and wait 
until | get around to them.” 

Shop the entire show competitively before 
making commitments is the advice offered by 
John Tiller of Miller & Rhoads. And watch for 
UL approval on appliances. 


“Leave one day to cheek back,” stated Norman 
Cohen of Lechmere Sales, “and follow a se- 
quence or you'll find yourself running in circles.” 

A buyer from the Southwest had one, final 
bit of advice that no one would quibble with: 
“Relax at the end of the day.” 


10. wit the switch of this Show 
to Chicago in 1961 influence your 
attendance? Will you still go? Do 
you think it will be a better Show? 
Why? 


The key to the switch to Chicago is conven- 
ience, something the great preponderance of 
buyers firmly backed. 

“Accommodations and transportation will be 
easier to arrange,” explained Albert Maslia of 
Atlanta. “More buyers will be able to attend.” 

Maslia figures the show will be easier to cover 
in Chicago because it will be on one floor. 

“The greater space there will mean that some 
exhibitors who have had to go into the Inde- 
pendent Show at Atlantic City will be in the main 
show where they belong,” he said. 

“Regardless of what the hotel accommodations 
are in Chicago,” pointed out Melville Rosenstein 
of Miami, “they’re far worse in Atlantic City.” 

The new site could be a boon for E. H. Foster 
of Atlanta. 

“There are several summer shows in Chicago 
we would like to attend,” he said, “and if this 
one is sandwiched in between two others of in- 
terest, we could get a look at all three.” 

But there were some naysayers, who didn’t 
approve of the switch. Most of them turned out 
to be Chicagoans. 

“| don’t like to see two housewares shows in 
Chicago,” explained one Chicago buyer, “because 
| think it takes the excitement and glamor away 
from them. 

“Personally, | can get pretty hepped up about 
going to Atlantic City and | can’t get excited 
about a 10-minute cab ride in Chicago.” 

One thing was definite. Everyone was still go- 
ing to attend. 


FOR TIPS ON HOW TO SURVIVE, 
ENJOY ATLANTIC CITY, SEE PAGE 60 
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EW COMPLETE LINE OF 
COFFEE MAKERS 


Immersible and stainless steel 
models, too! 


ELECTRICAL MERCHANDISING WEEK 
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Really automatic, it’s 
the ‘no hands’ opener! iy 
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COMPLETE RADIO-TV COVERAGE — 
BOTH POLITICAL CONVENTIONS 
AND ALL THROUGH ELECTION NIGHT! 
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products to beat the drums about-and keep your cash registers ringing! 
We've designed all these appliances to accomplish two objectives: (1) to give 
your customers more than their money’s worth of unique features - and (2) to 
give you product stories so compelling you'll be proud to tell them. (And that 
goes double for our new “Surprise Product”!) See the whole parade at the 
Housewares Show - but don’t delay! Call your distributor right now about 
these latest Westinghouse innovations in product-for you in 1960! 


\ \ C S ti ngh O U S Cc INNOVATIONS in Portable Appliances 


60 ELECTRICAL MERCHANDISING WEEK 


THE HOUSEWARES SHOW continue 


HOW YOU CAN 





SURVIVE SUCCESSFULLY == 


Atlantic City IS one of the East’s biggest vacation spots 
but unless you know the ropes it can be a tough town 
to work in. Here’s how Housewares Show veterans sur- 


vive each year 


The first thing the businessman in Atlantic 
City should realize is that he’s there for a differ- 
ent purpose than the tourist. 

And, as a result, he’s not going to enjoy him- 
self the way the Chamber of Commerce would 
like to think he is. 

The tourist goes for the sun, the swimming, 
the sights along the Boardwalk—and a rest. 

The buyer at the Housewares Show is going 
to get precious little of any of these. 

For the buyer there are, of course, certain 
compensations. There are plenty of opportunities 
to free load at luncheons and receptions given by 
various manufacturers. And there’s a chance to do 
some fine eating on the expense account. Also, 
there’s the former Presidential yacht Potomac, 
complete with liquor license, which will be 
docked off Hackney’s for parties. 

But by and large working the Housewares 
Show can be something of a drag—principally 
because the big Convention Hall isn’t air-con- 
ditioned. It has the biggest and largest organ ever 
built, the roof trusses are the largest in the world, 
it's big enough to house a full-size football field 

but it isn’t air-conditioned. (You might keep in 
mind, however, that the ballroom on the balcony 
floor is air-conditioned and the exhibitors there 
can make you comfortable while they talk to you.) 


This is a skinny, stretched-out town, designed 
that way to take maximum advantage of the 
ocean-front. But because it is laid out the way it 
is, almost everything is a good long way from 
everything else. It’s easy to get around, how- 
ever. The taxis have metered rates in town, and 
an endless stream of jitneys runs along Pacific 
Avenue. Busses run on Atlantic and Arctic. 
Some of the best restaurants are at the ex- 
treme ends of town. Unless you have a real 
aversion to sea food, you shouldn’t leave the 
city without having tried the sea food at Cap'n 
Starn’s or Hackney’s way up north at the inlet. 


Both places are slightly reminiscent of army mess 
halls in decor—but the menu’s varied and the 
food’s good. At the other end of the city (where 
Atlantic and Pacific avenues come together), try 
the Knife and Fork. In between, at Atlantic, is 
Guischard’s, a steak house with a well-earned 
reputation. Hotel food varies and tends to be 
pretty expensive. 


Actually, if you're talking “survival,” your chances 
are better if you take a little time out to behave 
like a tourist. 

Try to get away from the Show for a couple 
of hours on the beach. Use a rolling chair, jitney 
or cab between your hotel and the .show—and 
save your legs for the seven acres within the 
Convention Hall. 

Plan your shopping in advance and don’t go 
chasing back and forth between basement and 
balcony—there are no elevators and the stairs 
and ramps take a lot out of your leg muscles. 
Remember too, that the Independent Show is a 
long way down the beach and if possible you 
should try to wrap it up all at once. 


There's plenty to do at night in Atlantic City, 
and you can pretty well suit your own tastes. 
Because it’s a big resort town and it does rain on 
occasion, there are lots of movie houses and 
there’s usually a good selection of first-run 
pictures. 

Then too there are the previously mentioned 
manufacturer parties. It's not tough to crash these 
—but you'll feel a lot more at ease if you pick 
up an invitation from the people you talk to at 
the exhibit space. 

Actually, there’s no better fun in Atlantic City 
than watching the people and the things they do 
when they get there. If your legs hold up, prowl 
the Boardwalk at night. Sit in on the auctions, 
watch (or play) miniature golf and, above all, 
take a look at the famous old hotels. 
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RESTAURANTS 


Here’s the Complete Listing of All Houseware Show Exhibitors 


A 
A. S. R. Products Corp 1929 
Ace Broom Co. Inc 1335 
Ace Products Co. 1215-1219 
Adams Engineering Co. Inc §-54 
Adirondack Bowls, Inc. §-51 
Aladdif Industries, Inc 1328-1334 
Alden Plastic Corp $-36 
Aljen Mfg. Corp 806 
Alladin Plastics, Inc. 1214-1216 
Allentown Clothes Dryer Co 1021 
Alliance Mfg. Co, Inc 2038 
Allied Aluminum Products, Inc 1769 
Allied Basket Co 1042 
All-Luminum Products, Inc 1247-1251 
All Power Plastics 1600-1602 
Alreco Products, Inc 1651-1653 
Aluminum Housewares Co. Inc 1331-1333 
Aluminum Specialty Co 101-105 
American Aluminum Products, Inc 1044 
American Casserole & Spec. Co. Inc. 1300 
American Ladder Corp §-77 
Americon Plastic Products Co 1737 
American Sponge & Chamois Co. Inc. 1221 
American Thermos Products Co B11-B14 
Ames Co., 0 5.7-9 
Anchor Hocking Gloss Corp 1551-1555 
Apex Enterprises, Inc 1346 
Aristo-Mat Co 705-709 
Arlington Mfg. Co. Inc 715-717 
Arnel-Plostron, Inc 734-738 
Arnoldware, Inc 1222-1224 
Artcraft Wire Works 1211 


Artsam Co. Inc. 
Artwire Creations, Inc. 
Arvin Industries, Inc. 
Arwoy Mfg. Corp. 


Associated Mills, Inc. 


Atlantic Cabinet Corp. 


Ayer Plastics Co. 


B 
B W Molded Plastics 
Baker Fireplace Mfrs. 
Balanced Foods, Inc. 


Bortlett-Collins Co. 
Beacon Plastics Corp 
Beard Mfg. Co. 

Beh Housewares Corp. 
Bell Mfg. & Sales Co. 
Bellern Research Corp. 


Benhor Products Co. 
Benjamin & Medwin, Inc 
Bennett-Ireland, Inc 
Berkeley Industries 
Bernard Edward Co, 
Bernard Franklin Co. Inc 
Berns Air King Corp 
Better Houseware Co 
Beverly Hills Accessories 


Artistic Wire Products Co. Inc. 


Ashby Metal Forming Corp. 
Astor Metal Products Co. Inc. 


Atlantic Tubing & Rubber Co. 
Automatic Wire Goods Mfg. Co. Inc. 464 


Ballonoff Metal Products Co. 


1455-1457 
151-155 
108 
754-762 
1701 
1638 
5-89 

§-91 

1245 
1526 


1404 


1105-1107 
832-834 
1557 
664-666 
811 
127-129 
801 
306-308 
833 

920 


Belvedere Space Saving Products, Inc. $-30 


$-80 
256-260 
531-533 
111-113 
$43-$45 
945.947 
2013-2015 
1119-1121 
1619 


Big Boy Mfg. Co. 
Bissell, Inc. 

Black & Decker Mfg. Co 
Blisscraft of Hollywood 
Block & Co. 672-676 
Block, J. & I. 273-277 
Bloomfield Industries, Inc. 1035 
Bloomfield Molding Co. §-32 
Blossom Mfg. Co. Inc. 535-537 
Boker & Co. Inc., H. 136-140 
Bonley Products Co. Inc 1339 
Bonny Products Co. 1009 
Boonton Molding Co. 1348-1352 
Borg-Erickson Corp. 643-645 
Boston Woven Hose & Rubber Co. 938-940 
Bostwick Div., B. T. Babbitt, Inc. 1201-1202 
Brearley Co. 316-322 
Briddell, Inc., Chas. D 566-568 
Briflium Metals Corp 2006-2008 
Broadway Ornamental Products, Inc 850 
Bromwell Wire Goods Co 1250-1252 
Brooklyn Fibre Broom Co. Inc §-14 
Brookpark, Inc. 1614-1618 
Brown, John Clark, Inc. 1336-1338 
Bruce Co., E. L. 511-513 
Brunswick Steel Products Co. Inc 1805 
Buckeye Div., Mardigian Corp 348-352 
Burgess Vibrocrafters, Inc 1342-1344 
Burroughs Mfg. Corp 1515-1517 
Buxboum Co. 660-662 


1831-1835 
714-720 
812-814 

1407-1411 


C 
Codie Chemical Products, Inc 1413 
Cadillac Products, Inc 1703 


Cadman Co. §-46 

Cal-Dok Co. 778-782 

California Molded Products, Inc. 1705-1707 

Campro Products, Inc. 1547-1549 

Capitol Enterprise Co. 

Capitol Products Co. Inc. 

Cardinal China Co. 

Corlan Products, Inc. 

Carlson Products, Inc. 

Carnation Plastics Mfg. Co. Inc. 

Casco Products Corp. 

Caspercroft Mfg. Co. 

Cedarbrook Mfg. Corp. 

Cellulose Products Corp. 1516 

Central States Paper & Bag Co. Inc. 1824- 

1826 

$71-$73 

1015-1019 


Centre Brass Works, Inc. 
Century Enterprises 

Century Products, Inc. 1218-1220 
Chain Store Age 255-257 
Chomur Industries, Inc. 852 
Choney Instrument Co., John L. 1735 
Chatham Glass Co. 1659 
Chicago Metallic Mfg. Co. 622-626 
Chop-Rite Mfg. Co. 1023 
Cincinnati Galvanizing Co. 436-438 
Clark Co., The J. R. 610-616 
Cling-Surface Co. S-62 
Club Aluminum Products Co. 311-317 
Cohn-Hall-Marx Co. 1433-1435 
Cole Electric Mfg. Co A-8 
Coles & Co. Inc 1815 
College Furn. Mfrs 939.941 


7. To Captain Starnes and Hackney’s 
8. The Knife and Fork 
9. Jack Guischards 


Color Croft Co. 1546 
Colorite Plastics of N. J. Inc. 2007-2009 
Columbian Enameling & Stamping Co. 

Inc. 442-446 
Columbus Plastic Products, Inc. 1523-1529 
Comfort Lines, Inc. 623-625 
Commonwealth Plastics Corp. 934 
Como Plastics, Inc. 1001-1003 
Continental Can Co. Decoware Div. 373-377 
Continental Products, Inc. §-42 
Continental Scale Corp. 332-334 
Cooper Thermometer Co. 1226-1228 
Copper Brite, Inc. 1934 
Copper Clod Products, Inc. A-6 
Cordomatic Corp. S-90 
Corduan Mfg. Co. B-16 
Corning Glass Works 526-536 
Cornwall Corp. 825 
Cory Corp. 514-524 
Coughlan Co., G. N. 365-367 
Crown Broiler Co. Inc. 40 
Crown Rubber Co. 1627 
Crown Sonitary Products, Inc. 10¢8 

D 


Daher Co. Inc. 1777 
Dopo! Plastics, Inc. 1230-1232 
Datom Co. Inc. 550 
Davis Corp., G6. W. 1775 
Davis Mfg. Co. 210-212 
Dozey Corp. Sub. of Landers, Frary 

& Clork 242-244 
Decorative Cabinet Corp 1025 
Exhibitor list continued on page 62 
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RCA WHIRLPOOL “14” 
REFRIGERATOR-FREEZERS 


13.6 CU. FT. CAPACITY WITH 
TOP OR BOTTOM FREEZERS 
AT A LOW, LOW PRICE 











Now you can offer a choice of either a 107-lb. top-mounted doors—jumbo twin crispers—Activated Cold—automatic cycle 
freezer or a 163-lb. bottom-mounted freezer in a huge, 13.6 cu. defrosting—adjustable temperature controls—butter keeper— 
ft. capacity refrigerator-freezer. Both are loaded with features portable egg trays and a host of other features to make these 
and are easy on the family budget . . . include Million-Magnet* two models fast-selling stand-outs! 









Let your RCA WHIRLPOOL distributor 


Your family will love our family of home appliances , 
give you the full story! 





*Tmk. 
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Join up!... it's 
easier to sell RCA WHIRLPOOL 
than sell against it! 








Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 








¢ Radio Corporation of Americo 





Use of trademarks fg and RCA authorized by trademark owne 
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Dee Mfg. Corp. 1609-1613 
Deeco, Inc. $46 
Deka Plastics, Inc. 802 
Delsam Co. A-3 
Deluxe Aluminum Ladders, Inc. $-82 
Denning, Ltd., Charles 1658 
Dennis Mitchell Industries, Inc. 1531-1539 
Department Store Economist 231 
Dermer, Ltd. 5-88 
Descowore Corp. B-1 
Deshler Broom Factory, Inc. 509 
Designs For Casual Living Co. 851 
Detecto Scales, Inc. 209-215 
Devcon Corp. $-4 
Dominion Electric Corp. 465-471 
Doranne of California 1647 
Dormetco, Inc. 800 
Dormeyer Corp. 547-553 
Douglas & Co. Inc., David §-19 


Dover Maid Industries, Inc. 


1605-1607 
Dover Stamping Co. 1520 


Drazan Corp., N. E. 725 
Drezo Mfg. Corp. S-44 
Druid Hill Pork Seed Corp. 32 
Du-All Mfg. Co. 663 


DuBoff & Co. §-92 
Du-Fold Mfg. Co. 1122 
Duralast Corp. 1102-1200 
Durham Mfg. Corp. 1114-1116 
Duro Housewares, Inc, 230 
Duro-Lite Lamps, Inc. §-22 
Dustpok Ltd. Inc. 907 
E 
E-Z Por Mfg. Corp. S-60 


Eagle Affiliates, Inc. Sub. Admiral 


Plastics 1743-1745 
Eastern Novelty Mfg. Corp. $-69 
Easy Day Mfg. Co. A.7 
Edlund Co. inc. 340 
Ehrlich, Inc., Lou 711-713 


Eico Products Co. Elco-Autoyre Div. 
Elco-Flint Div. 102; 200-203; 300-302 
Ellenville Wood Novelty Co. Inc. §-16 
Elm Joy Metal Products Co. 1227-1231 
Embassy Giftwares 1649 


Embee Metal Products, Inc. 2035-2037 
Embree Mfg. Co. 360-362 
Emig Products, Inc., Robert 818 


Empire Amerex Products Corp. 1623-1625 
Empire Brushes, Inc. 130-134 
Engelhard Industries, Inc. 1624 
English Bellows Mfg. Co. 817 
Enoz Corp. S-81 
Enterprise Aluminum Co. 204-208 
Erecta Shelf Div. 1648 
Eska Co. Inc. 1903 
Esmond Industries, Inc. 749-751 


Essex Products, Div. Welco Industries 845 
Essick Mfg. Co. 


Evans International, Inc. 816 
Everedy Co. 668-670 
F 
Falco Products Co. 1505-1513 
Forber, Inc., S. W. 407-411 
Farber & Shlevin, Inc. 10-12 


Fast Chemical Products Corp. §-55 


Federal Enameling & Stomping Co. 515-519 
Federal Glass Co. 1415-1417 
Federal Tool Corp. 615-621 
Feemster Co., W. R. 154 
Ferry Mfg. Co. Inc. 1034 


Ferry-Morse Seed Co. 560 
Filray Corp. 1544 
Firelogs, Inc. 723 


Fisher Plastics Co., Earl 1124-1126 


Fiske, House of—Div. of Fiske Co. 1747- 

1749 
Flambeau Plastics Corp. 1118-1120 
Foley Mfg. Co. 305-309 
Forest City Products, Inc. 34 
Forest Specialties 949 
Forman Family, Inc. 1354-1356 
Fowler Co., Fred Y. 1027 
Franklin Lock & Pulley Mfg. Corp. 1938 
Frantz Electric Industries, Inc. 853 
Fresh’nd-Aire Co., Div. Cory Corp. 514-524 
Frigid, Inc. 951.953 

6 

G-H Specialty Co. 151-155 
G & S Metal Products Co. Inc. 1543 
Gailstyn Co. Inc. 1205-1209 
Gola Appliance Mfg. Inc. S-68 
Gala Lite Co. 1739 
Gordex, Inc. 145 
Garner & Co. 456-458 
Gem Electric Mfg. Co. Inc. 1709 
Gem, Inc. 1110-1112 
General Appliance Mfg. Co. 935-937 





an exciting 
new concept 
in portable 


room humidifiers 




































Self- 
starting electric 


for life— 







Adjustable — 
vents control 
vapor output. 


Easy to use. 
Lift flap — fill 
right from the 
faucet. Plug in 
where needed. 










motor—libricated 


on-off switch. 


Sturdy — 
Break-resistant 
polypropylene 
plastic base. 

Easy to clean. 





D 





Ks 
TJ 






4 (ina — 


“= 
ASS /, 




























High-speed 
centrifugal 
force process 
provides ideal 
cool-water 
vapor. 










OVER 30,000,000 
PROSPECTIVE USERS! 


More than 30,000,000 homes, offices and apartments have 
inadequate indoor humidity. As a result their occupants— 
your customers and prospects—need the moisture control 
that Hankscraft provides so easily and inexpensively! 
Because of its amazingly efficient design and compact 
construction, this unit offers effective health protection 


and comfort 


at a price 90% of all prospects can afford. 


Hard-hitting national advertising and appealing packaging 
will give you immediate volume sales. Put this new Hanks- 


craft humidifier on your floor soon. 


It’s small in size, low 


in price—but BIG in new profit potential! 


HANKSCRAFT CO., REEDSBURG, WIS. 








COOL-VAPOR (NO HEAT) 


HUMIDIFIER 
VAPORIZER 


Aluminum 
housing 
lets air in — 
keeps motor 
cool, 







































































































handsome, modern, 
high-fashion design 


MODEL 208 $ a O95 


See this exciting new appliance at 
Hankscraft Booth 1926, Convention Hall, 
Atlantic City 












Self-cleaning 
screen breaks 
water particles 
into fine 

vapor. 














vaporizes approx. 
1 pint per hour. 
Weighs only 21 
Ibs. full. 
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General Electric Co., Housewares Div. 
280-282; 380-383; 480-481 
General Mills, Inc. 1100-1101 
General Mower Corp. A-2 
General Slicing Machine Co. Inc. 731-733 
General Textile Co. 1437-1439 
George Pottery Co., W. S. §-94 
Gering Plastics Div. of Studeboker- 
Packard Corp. 1318-1320 
Gessler Products Corp. 1518 
Gibralter Household Prod. Co. Inc. 415 


Gilton Mfg. Corp. 160-162 
Ginna Corp. 2003-2005 
Gitsware Corp. 1347-1349 
Glamorene, Inc. 1522-1524 
Glamur Products, Inc. §70-$72 
Glazer, Lou §-13 
Golden Star Polish Mfg. Co. Inc. 737 
Goodrich Co., The B. F. 1933 
Gotham Industries, Inc. 1362 
Gray Co. 1108 
Groys Harbor Chair & Mfg. Co. 620-822 
Great Lokes Tractor Co. 1761 
Greenspan & Co. Inc., R. A4-A5 
Griswold Mfg. Co. 771-773 


Guild Products, Inc. 1032 
Gulton Industries, Inc. 


836 
Gustin-Kramer Co. 1427-1429 


H 
H & P House Furnishing Co. Inc. 222-224 
Haddon Products, Inc. 1432-1434 
Hall China Co. 349-351 
Hall Products, Inc. 923 
Hamilton Beach 634-640 
Hamilton Cosco, Inc. 181 
Hamilton Glass Co. 131-133 
Hamilton Import Corp. 1239 
Hamilton Skotch Corp. 605-607 
Hampden Specialty Products Corp. 14-16 
Hancock Gross Mfg. Inc. 1510-1514 
Handy-Andy Specialty Co. Inc. 539-541 
Hondy-Hannoh Products Corp. 331 
Handy Things Mfg. Co. 739-741 
Hankscroft Co. 1926 
Hanson Scale Co. 559-561 
Hordesty-Quittner, Inc. 569-573 
Hardware Age 229 
Hardware & Industrial Tool Co. Inc. 1652 
Hordwore Retailer 164 
Harris Pine 1640 
Harvell Mfg. Corp. 1322-1326 
Harville Rose Service 1915-1917 
Harwood Co. 1006 
Hozel-Atlas Glass 1039-1041 
Heller & Sons, Inc., Morris 148 
Heller Co. Inc., Wm. 911-913 
Herculean Products Co. 1234-1236 
Herman Products, Inc., Edlen §-59 
Herman's Novelty Mfg. Co. Inc. 157 
Hertzberg & Son, Inc., H. 500-503 
Heyman Glass Co. Inc. 163 
Hickman Mirror Furniture Co. 914 
Hillside Metalware Co. 1141 
Hirsh Mfg. Co., S. A. 1635-1637 
Hobbs, Inc., Guy 1800 
Holiday Mfg. Co. 4 
Home Furnishings Daily 603-701 
Household Mfg. Co. 1131-1133 
Houseware Sales Corp. 448 
Houseware Trading Corp. 1213 
Housewares Review 639-641 
Hull Cutlers Corp., John 353-359 


Hunter Div.—Robbins & Myers, Inc. 1500 


Hunter Metal Industries, Inc. 1315-1321 
Hutzler Mfg. Co. 764-766 
Hy-Plane Mfg. Co. 1029-1031 


Ideal Rubber Products Co. Inc. 1026-1028 
Idealware, Inc. 924.926 
Illinois Water Treatment Co. 950 
Imperial Clock Co. 1660 
Imperial Electronics, Inc. 2047 
Imperial Knife Associated Cos. Inc. 
1419-1425 
Ingraham Co. 1806-1808 
Inland Mfg. Div. 1935 
International Appliance Corp. 120-122 
International Oil Burner Co. 1109 
International Silver Co. 1919-1923 
lona Mfg. Co. 1402-1403 
lronees Co. 1358 
Irvin Ware Co. 159-161 


J 


Jockson-of-London Products 5-10 
Jomick Mfg. Corp. 936 
Joxton Mfg. Corp. 1004 
Jeannette Glass Co. 1104-1106 
Jiffy Enterprises, Inc. 1233 
Jodor Corp. 1721 
joeli Mfg. Co. 1448 
Johnson-Stuart Co. 1723-1725 
Jo-Lynn Co. 904-906 
Jones & Loughlin Steel Corp. 233-235 
Jordon Industries, Inc. 805 
x 
KVP Sutherland Paper Co., KVP Div. 324 
Kalo Mfg. Corp. 1036 
Kamkap, Inc. 552-554 


Exhibitor list continued on page 64 
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All-luminum Products Co. 
Artistic Wire Products Co. 


Aristo-Mat Co. 
Division Phoenix Table Mat Co. 


Artwire Creations, Inc. 
Bartender Products, Inc.,.Mr. 
Briddell, Inc., Chas. D. 
Burroughs Mfg. Corp. 

Chicago Metallic Mfg. Co. 
Columbus Plastic Products, Inc. 


Continental Can Co., Inc. 
Decoware Div. 


Corning Glass Works 
Edlund Company, Inc. 

Ekco Products 

Empire Brushes, Inc. 

Frigid, Inc. 

General Electric Co. 
Griswold Manufacturing Co. 
Hamilton Beach Company 
Hamilton Cosco, Inc. 
Hamilton Skotch Corporation 
Hanson Scale Co. 


Hobart Manufacturing Co., The 
Kitchen Aid Elec. Housewares Div. 


Idealware Corporation 

Jiffy Enterprises, Inc. 

Jordan Industries, Inc. 
Kamkap 

Kellogg Brush Mfg. Company 
Knapp-Monarch Company 
Kordite Company, The 
Lincoln Metal Products Corp. 
Magic Hostess Corporation 
Majestic Silver Company 
Master Metal Products, Inc. 
Metal Ware Corporation 
National Brush Co. 


National Engineering Co., Sales Div. 
Steam-O- Matic Corp. 


American- Marietta Co. 
O-Cedar Div. 


Patent Novelty Company 
Pioneer Rubber Company 
Regal Ware, Inc. 

Rival Manufacturing Co. 
Seal Sac, Inc. 

Son-Chief Electrics, Inc. 
Pa A-Way Manufacturing Co. 
Textile Mills Company 

Turner & Seymour Mfg. Co., The 
Wagner Manufacturing Co. 

Waring Products Corp. 

Washburn Company, The 

Wilshire Mfg. Co. 

Wolff Products Company 
Wolverine Household Products, Inc. 




















oh tit. © 2 eer 
highlight exhibitors 


at the Housewares Show 





See them at Atlantic City during the Show. . and right 


through the year, in the useful and well-read pages of 








NATIONAL 
HOUSEWARES 
DIRECTORY 


year around usefulness to the housewares industry 


An Electrical Merchandising Week publication, McGraw-Hill Publishing Company, 330 West 42nd Street, New York 36, N.Y. 
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HOUSEWARES EXHIBITORS contnueo From pace «2 ate eth 1306 Metro Maing Corp 13 


Mojor Industries, Inc. 1711. Meyer of Colifornio, Fred 1460-1462 
Major Slicing Machine Corp. 735 Meyer & Sons, Inc., W. F. 642-644 
Kaplan & Sons, Inc., Joseph A. 437-441 Lincoln Metal Products Corp. 249-253 Mallory Plastics Co. $18-S20 Milbern Creations, Inc. 152 
Karmox Corp. 1463 Lisk-Savory Corp. 538-540 Malloy Co., Dan 1713 Miller Studio, Inc. 1729 
Karoff Originals, ; 1818-1820  LoBelle Silver Co. 144-146 Loeb, Inc., Ben S. 461-463 Mapes Woodworking Co. Inc. 1043 = Mira-glo Products Co. 1771 
Keefe Mfg. Co., 918 Lambert, Inc. 1127-1129 Loma Industries 2016-2022  Marlun Mfg. Co. Inc. 775-777 Mirro Aluminum Co. 443-449 
Keen Industries, ; $-57  Londers, Frory & Clark 329-341 Lorch & Co. Inc., H. 1430 Marsh Industries $74-S76 Modern Carpet Sweeper Co. Inc. 417-421 
Keller Mfg. Co., H. V. 310 Longner Mfg. Co. 1629 Loroman Co, Inc. 171-175 Marshallan Mfg. Co. 604-608 Monarch Cabinet Corp. 1836 
Kellogg Brush Mfg. Co. 369-371 LoPointe Industries, Inc. 259-261 Louisville Fireplace Corp. 1901 = Martin Rubber Co. Inc. 1626 Monarch Plastics Co. Ine. 948 
Kenro Corp. 1931 Lasko Metal Products, Inc. 1436-1438 Lowenstein & Sons, Inc., M. Pacific Maryland Plastics, Inc. S-83  Mouli Mfg. Corp. 1128-1130 
Key Products, Inc. 840 Lawnmaster Co. Inc. 900-901 Mills Industrial Fabrics Div. 1656 = Master Corp. 1839 Mr. Bartender Products, Inc. 925.927 
Kidde Mfg. Co. Inc. 139 Lawson Co., The F. H. 343-347 Luce Reflexite Corp. 125 Master Mfg. Co. 1030 = Munsey Products, Inc. 1038 
Kimberly-Clark Corp. 264-266 lee Rubber & Tire Corp. 804 Lux Clock Mfg. Co. Inc. 1519-1521 Master Metal Products, Inc. 433-435 Mystik Adhesive Products, Inc. 1501-1503 
Kirk’s, Ltd, 1545 Lehman Bros. Silver Corp. 177-179 Lynwood Laboratories, Inc. S-34  Mastercrafters Clock & Radio Co. 1304 
KitchenAid Division, Hobart Mfg. Co. 575-577 Leiner & Co., Geo. S. 336-338 Lyons Co., R. H. 165 = Mastur Mfg. Co. 135-137 N 
Klein, Ine, Max lh nf Ae ghey 2010-2014 M a 344.946 
sie K : enox Fiostics, Inc. ayfair Seats ‘ N. F. C. Engineering Co. §-24 
a 2 pug 4 8 re Lerner, Inc., Stuart M. 1037 Maynard Mfg. Co. 1458 Noppe-Smith Mig. “ 1225 
Levitz, Harry 647-651 © McGrow-Edison Co., Bersted & Manning Mechanical Mirror Works, Inc. 1807-1809 Notional Blenders 871 
Knopp-Monorch Co. = 426-430 Levy Sons, I. 633-637 Bowman Divs. 521-529 Melard Mfg. Corp. 1528 National Brush Co 1351-1353 
Knickerbocker Metal Guild, Inc. 147-149 (ewal industries, Inc. 1446 Maggie Magnetic, Inc. 1530 = Melcor, Inc. 1123 National Engineering—Sales Div 
Kord Mfg. Co. Inc. 119-721 Lewis Research Labs. Inc. 1422 Magicolor Paint Co. 26-30 | Memphis Converting Co. 1781 Steam-0-Matic Corp 1414 
Kordite Co. 104-106 Lewis Steel Products Corp. 107-109 Magic Hostess Corp. 1408-1410 Merit Creations, Inc. 1401 Notional Food Slicing Machine Co, Inc, 1412 
Kreamerwore, Inc. 454 Libbey Glass Div. of Owens-Illinois 952-956 Magic Iron Cement Co. Inc. 908 Merit Enterprises, Inc. 1936-1937 Notional Potteries ati 
Kresky Mfg. Co. Inc. 842 Lidco, Inc. 1 Mogla Products — 1014-1016 — Merrymaid Plastics Corp. 1238 National Presto Industries, Inc. 
Kromex Corp. 563-567 Lifetime Cutlery Corp. . Magno Wonder Knife, Inc. 808  Metalaire Products Div. 1906-1908 — Notional Products, Inc. 
Kupfer, Inc., Julius Lincoln Mfg. Co. Inc. 1932 Magnolia Products, Inc. 1005-1007 = Metolcraft Mfg. Corp. 434 Notional Silver Co. 


ES Nesco Industries, Inc. 
Nevco Wood Products Co. Inc. 1661-1663 
Newell Mfg. Co. 839 
New England Mop Co. 1453 








: . , New York Lumber & Panel Co. Inc. 1608- 
. ~a1 1612 
New York Standard Mfg. Co. Inc. 262 

if bd ARIS “at 2 7 O Mae eae Nicro Steel Products Co., 
‘ Poi e Electric” . Div. Cory Corp. 514-524 


—— 
’ i Noma Lites, Inc. 743-147 
Can Ppener/Clock/ Himer E can 


' North American Plastics Co. 
P apo le a 7 ‘ re , . Northern Electric Co. 1242-1244 

; = |g | Northern Industrial Chemical Co. Inc. 1804 
Norjac Mfg. Corp. 1741 
Norris-Thermador Corp. 1827 
Northland Aluminum Products 1532 
Norwood Industries 174] 
Notion Accessories Mfrs. Inc. $64-S66 
Novel Products, Inc. 1643 
Nu-Color Corp. of America 1907-1909 
Nu-Dell Plastics Corp. 1550 
Nylonge Corp. 1337 








he 
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0-Cedar, Div. of American Marietta 


T™ > ae Co. 753-759 
bed | 4 | Odor-Aire, Inc. 2032 
= i } Ohio Thermometer Co. 1534 


Oneida Silversmiths 2017-2021 


| ‘OT Ea orem) 
i Zelaiele)(-M al i-aiate =a 


\ 


e i Ontario Knife Co. S-96 
Portable Electric Grinder Orman Industries, Inc. 1454-1456 


a en 7 folate im never! Chopper Osrow Products Co. Inc. 1914-1918 
: Oster Mfg. Co., John 2023-2027 
Ox Fibre Brush Co. Inc. 161-763 

Arwericay Fiat > : 


P. B. R. Mfg. Co. 1556-1558 


a Pal Novelty Co. Inc. 1905 

° - Palace Metal Products, Inc. 1911-1913 

4 | OuAEwahel Pantry Queen Products, Inc. 249-253 

aneneene Para Mfg. Co. Inc. 323-327 

Parker-Gaines Div., Tex Machine Co. 1928 

Made in America to American high standards of quality and performance. ron song Decorating Co. a 

Parvin Mfg. Co. 1733 

Write for Free Catalog: RIVAL MANUFACTURING CO., Kansas City 29, Missouri Patent Novelty Co. 440 

Rival Manufacturing Co., of Canada, Ltd., Montreal Paulben Industries, Inc. 1753 

Pearl-Wick Corp. 451-459 

. : Peerless Mfg. Div. of Dover Corp. 600-601 

[= re : Penetray Corp. 2049 
ect mF ‘ Pennant Div. of Industrial Enterprises, 

pr! Inc. 203 
*. Pfaltzgraff Pottery 156-158 
Phelon Magnagrip Co. Inc. A-1 
Pioneer Rubber Co. $-85 
Plas-Tex Corp. 784-786 
Plastic Metal Mfg. Co. 115 
Plastics Consolidated Industries 1135-1137 
Plastics Mfg. Co. 1941-11193 
Plasti-Kote, Inc. 1631-1633 
Plastomatic Corp. 1562 
Plastray Corp. 1235-1237 
Plout & Lederman (Tri-Home Div. 

Ero Mfg.) 556-558 
Plymouth Tole Co. 1904 
Poloron Products, Inc. 628-632 
Pomerantz, Inc., Julie 121-123 
Portable Electric Tools, Inc. 1548 
Postley, Inc., John E. 117-119 
Precision Products, Inc. 807 
Precision Wore Div., Foster Grant Co 


y N : 
Protect-O-Matic’ “ mM 
we ™ j Premier Mfg. Co 214-716 
p bl R | é COOLERS Pressing Supply Co. 665-667 
ela tele} (-) E ectric v, New high-power cooling... Pretty Products, Inc. 1000-1002 

Food Slicer =" ’ s ; : Prizer-Ware, Textile Machine Wks. 

= new high-fashion styling . . . Div. 1832-1834 
Proctor-Silex Corp. 700-712 
_ a Progressus Co. 768-770 

RMUNT OR A REFUND ONS Plastics Div., Pro-phy-loc-tic Brush Co. 
gh by oN 1536-1538 
vee i Good Housekeeping /] Protex Products Corp 912 
ela cele) [= i (-tetate Ps saves WS ‘ Puritan Fireplace Furnishings 653-6455 
Ice Crusher Puritron Corp. 565-567 
Exhibitor list continued on page 66 





Can Opener 














VISIT BOOTHS 470-6 
ATLANTIC CITY 
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NEW Nnautflus 


See it at Booth 1711, Convention Hall, 


Atlantic City, Housewares Show. 


Ain Parafie 


Scrubs smoky, stale air clean...as no other portable unit can! 














Excellent 
for nurseries parties 


Healthier, happier 
sleeping 


No more ‘“‘stuffy’’ No more ‘‘smoke filled”’ 
conference rooms 


Here’s welcome news for millions who suffer from stale, 
unhealthy air. . . a new portable purifier that really works! 

The NAUTILUS clears and cleans bad air. Pulls odors and 
contaminants right out of the air. . . catches and holds them 
like a sponge. Traps dust, pollen, lint, odors and smoke just 
as a gas mask traps poison gas! 

Odors and contaminants are safely, surely filter-trapped— 
first by germicidal ScottFoam*, then by 2 pounds of activated 
charcoal—the same magic material that helps sailors on the 
atomic submarine Nautilus breathe pure, fresh air. 

Uses four real 14"-thick activated charcoal filters—not just 
a film of powder sprayed on paper! 

The NAUTILUS adds no perfumes or dangerous ozone to 
‘‘mask’’ smelly air. Continuously circulates freshened air in 
the room. 

Plugs in anywhere. Available in three smart |xxasa—.iindnemnae 


decorator color combinations... a handsome L| F FE 
accessory for any room. 


*T.M., Patent Pending 








Pulls in bad air from everywhere ... traps dust, 
pollen, odors and smoke... constantly circulates 
pure, fresh air! 


Powerful fan pulls stale, smelly, smoky air 
in through perforated metal screen (A) on 
all four sides at a rate of 100 cubic ft. per 
minute. Germicidal ScottFoam filter (B) 
stops dust, pollen, lint particles ... stops 
bacterial growth. 

Four activated charcoal filters (C) remove 
smoke and odor particles. A constant supply 
of pure, freshened air is discharged at top 

.. sets up a good pattern of air circulation 
for the entire room. 


NAUTILUS AIR PURIFIER! 


Get All The Facts on the Fabulous New 














poocct ttt re rr er 
| Major Industries, Inc. 
| 505 N. LaSalle St., Chicago 10, Ill. 
| YES! Rush me full color catalog sheet and full informa- 
tion on new NAUTILUS AIR PURIFIER. 
| Name 
| Title. 

E : '/ | Company 

This attractive display | 

plus literature supply | Address 

and ad mats FREE with | City re Stote 
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Space Maid, Inc. 1325 Swing-A-Way Mfg. Co. 562-564 
Spartan Electric Radiator Corp. 1910 = Sylvan Ceramics 858 
Spartus Corp. 1601 Synthetic Fabrics, Inc. 930.932 


HOUSEWARES EXHIBITORS ontinueo From pace 64 
Spoulding Industries, Inc. $61-S63 Syracuse Ornamental Co. Inc. 1939 


Q Roberton Mfg. Co. S-78 Sandusky Metal Products, Inc. 1900 Special Products Co. 2040 

Roberts Colonial House, Inc. 1223 = Sanjo Utility Mfg. Co. Inc. 1138 Specialty Plastics Co. 856 T 
Quaker Industries, Inc. 646-652 Robeson Rochester Industries, !nc. 1246- Schiller & Asmus, Inc. 114-118 “Speco Products Div. of Specialty Sheet 
Quoker Industries, Inc. 1140 1248 Schlueter Mfg. Co. 354 Metal Mfg. Inc. 1621 Toplin Mfg. Co. 
Quality Molding Co. 1405 Robinson Knife Co. of Springville, Scientific Silver Service Corp., Sperti Faraday, Inc. 18-20 Taylor Instrument Cos, 
Quality Products Mfg. Co. Inc. 1603 N.Y. 618-620 Rebacraft Div. 1817-1819 Springfield Instrument Co. Inc. $-75 Texas Feathers, Inc. 
Quickie Mfg. Corp. 1650 Robinson Sponge Co. 727 Scranton Aluminum Mfg. Co. 1715 Stainless Wore Co. 656-658 Textile Mills Co. 

Robin Wood Mfg. Co. 1902 Seal Sac, Inc. 356-358 = Standard Con Corp. 2029-2031 Thatcher Glass Mfg. Co., Inc. 

Rogers Co., W. T. 1727 Select Wares, Inc. 824 —Stonley-Oliver Mfg. Co. 507 Thermometer Corp. of America, Div. 

Rona Plastic Corp. 1343-1345 Sessions Clock Co. 2026-2030 Star Line Housewares, Inc. 1634 of Springfield Greene Industries 1115- 
Raber Mfg. Corp. 1418-1420 Roto Broil Corp. of America B-17 Seth Thomas Clocks B-8 © Steam-0-Matic Corp. 1414 1117 
Ram Tool Corp. $84-S86 Royal Chrome Housewares, Inc. 611-613. Seymour Mfg. Co. 1657 = Stearns Power Mowers, Inc. 112 Thermway Industries, Inc. 1767 
Ransburg Co. Inc., Harper J. 722-132 Royal Dru, Inc, S-38 Seymour Tool & Engr. Co, Inc. Stellad Products, Inc. 1329 Thermwell Products Co. Inc. 2002 
Raymac Cabinet Co. Inc. 1542 Royal-Pacific Co. Inc. 1620 = Shelton-Ware, Inc. Stern Co., A. W. 314 Thomas Co. Inc. 1459 
Redmon, Sons & Co., W. C. 629-631 Royal Rubber & Mfg. Co. 1125 Sheridan Silver Co. Inc. Stetson China Co. S9-S11_ Thompson Corp., The George S. 
Regal Specialty Mfg. Co. 1308 Rubbermaid, Inc. 364-370 Shetland Co. Inc. 1447-1451 Stix Products, Inc. 1327 Thurnauer Co. Inc., G. M. 
Regal Wore, Inc. 243-247 Rustic Crofts Co. Inc. 1442-1444 Shwayder Brothers, Inc. 1018-1020 Stratton & Terstegge Co. Inc. 1814-1816 Tip Top Brush Co. Inc. 
Regent-Sheffield, Ltd. 1615-1617 Silver Chamberlin Co. 232-234  Structo Mfg. Co. S-58 Titan Mfg. Co. Inc, 
Regina Corporation 765-769 $ Skalny Basket Co. Inc., L. 902 Stanley Judd, Div. Stanley Works  $50-S52 Toastmaster Div., McGraw-Edison 406-414 
Re-Ly-On Metal Products, Inc. 957 Slumberest Co. §-12 Sunbeam Corp. 570-576 Toledo Guild Products, Inc. 1253-1257 
Rembrandt Hdwe. Mfg. Co. 922 Sabin China Co. Inc. 1717-1719 = Smith Co. Inc., J. H. 857 Sunburst Mfg. Co. 826 Transparent Specialties Corp, 1443-1445 
Republic Molding Corp. 673-677 Sofeguard Corp. 1552  Suyder Mfg. Co. 837 Sundial Electric Corp. 844 ‘Treasure Croft 958 


Richmond Cedar Works Mfg. Corp. 1011-1013 
Rival Mfg. Co. 470-475 Salton Mfg. Co. Inc. 


1920-1922 Southern Fabricators Corp 


205-207 Superior Rubber Products Co. 
38 Supreme Cutlery Corp. 





only with Arvin you can 


sell big 
exclusive 
features 


EXCLUSIVE! 
Instant heating WIDE ELE- 
MENTS far hotter than ordi- 
nary, and a far longer life! 


EXCLUSIVE! 
Positive-action SAFETY SHUT- 
OFF COMPLETELY INSIDE 
lets heater operate on uneven 
surfaces! 


EXCLUSIVE! 
Permanently bright CHROMED 
STEEL HEAT REFLECTORS 

.. not aluminum that dulls! 


EXCLUSIVE! 
Always-cool DOUBLE SHELL 
CABINET safe to touch, unlike 
hot, ordinary single shell! 


EXCLUSIVE! 
True-performance THERMO- 
STAT located and vented to 
react to room temperature— 
not heater’s. 


EXCLUSIVE! 
Extra-stable WIDE BASE 
greater resistance to tipping 
than “small stand’ types! 


EXCLUSIVE! 
Completely finished COLOR- 
COATED INSIDE AND OUT 
protected over-all, not painted 
“outside only’’! 


only with Arvin you can 
BUY 12 


get the 
top seller 


Model 5918 


No other heater line gives you 
this BIG BONUS for buying 
early: the top selling heater in 
the Arvin line is yours free for 
every* twelve heaters you buy 
for shipment on or before Sep- 
tember 30, 1960... and there's 
no limit on the amount of heat- dle; 
ers you can buy to earn the 
“early buy’ bonus for each 
dozen! Here’s your chance to 
increase profits with a proven 
best seller at no cost, while you 
get set for more sales with the 
most feature-packed line in the 
industry! «model 10H07 not included 


Dual Heat Elements! 
Exclusive wide in- 
stant-heat “ribbons” 
team up with heavy 
coil elements. Fan 


only Arvin gives you 


THE 


greatest 
traffic 


Here's your big fall sale leader! 
Features beyond comparison at 
the price: instant-heat “ribbon” 
element; chrome reflector; 
safety-front grille; carrying han- 
rubber feet. Fully dis- 
counted for full profit! Model 
10H07, ret. $9.95*—not in the 
“Early Buy” bonus offer, but at 
this low price you can't miss! 


a im oh 


forced at 80 c.f.m. 


SPECIAL! Also ask about Arvin's 
tremendous new dating program for 
those who qualify! 


Arvin National Advertising is 
Pre-Selling Your Prospects Now! 
Big, colorful ads in leading national bon" 
magazines are reaching millions of 
prospects with the big features of 
Arvin Portable Electric Heaters. 
Order soon and cash in on the sales 
end of we cdg campaign! 


New internal safety- 
shutoff switch. Ther- 
mostat. Model 30H04, 
ret. $26.95*. 


Speed and Safety! 
Arvin's new instant- 
heating wide “rib- 
elements and 
internal safety shut- 
off switch! Fan- 
forced at 52 c.f.m. 
Thermostat. Model 
30HO03, ret. $19.95* 


Only with Aevin you can sell 
more portable electric heaters 


Ride the rise in portable electric heater sales with the big advantages you get only with Arvin. 
Act wen Call your Arvin Distributor or Arvin Heater Sales Dept. in Columbus, Indiana. 


3 Heat 
Ranges! 


ay | 5939 1 
~~ ret. $39.95* 


*Slightly higher far west 


See the Ua ay 20" line 
at Arvin's Sales Offices in 
Thermostat if 240 volts, New York and Chicago: 
i ‘| too! 949 Space 612, 1150 Broadway, 
ret. $49.95* New York; Spaces 501-2, 
P , American Furniture Mart, 
Chicago. Atlantic City 

Show Spaces 754-762. 


ret. $14 95¢ 
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ARVIN INDUSTRIES, INC. 
Consumer Products Division 
COLUMBUS, INDIANA 





Revere Copper & Brass, Inc. 504-512 Salem China Co. 1759 = Social Supper, Inc. 1802 Superior Electric Products Corp. 312 Treasure Isle Products Corp. 838 
Salamanson & Co. Inc. 583-684 Son-Chief Electrics, Inc. 


Triangle Mfg. Co. Inc. 847 
Tricolator Mfg. Co. 1310-1312 
Tri-M, Inc. 841 
Trio Mills Mfg. Corp. 919-921 
Tri-State Plastic Molding Co. 1314-1316 
Troy Industries, Inc. 2043 
Tucker Products Corp. 810 
Turner & Seymour Mfg. Co. 555-557 


U. S. Caster Cup Corp. 849 
U. S$. Cocoa Mat Corp. 1630 
Ullman Co. Inc. 1821-1823 
Umstead Mfg. Co. 

Union Die Casting Co. 

United Plastic Corp. 

United States Electric Mfg. Corp. 

United States Stamping Co. 

United Wire Goods Mfg. Co. 

Universal Producing Co. 


v 


Vanderbilt Products, Inc. 

Vaughan Mfg. Co. 1810-1812 
Vermillion Co. Inc. 254 
Viking Stainless Co. Inc. 150 
Vivitex Corp. 1323 
Vogue Mfg. Co. Inc. 141-143 
Voos Co. 772 


Wagner Mfg. Co. 416-418 
Wagner Mfg. Co., E. R. 466-468 
Wohl Clipper Corp. 1755 
Wallace Products, Inc. 1645 
Wallace Silversmiths, Inc. 223-227 
Waring Products Corp. 272-276 
Warren Industries, Inc. 1773 
Washburn Co. 237-241 
Washington Forge, Inc. 166-170 
Watertown Mfg. Co. 1604-1606 
Wear-Ever Aluminum, Inc. 420-424 
Weber Stephen Products Co. 1010-1012 
Wecolite Co. Inc. 609 
Weinman Brothers, Inc. 1811-1813 
Weiss & Klau 

Welby Corp. 

WellingWare, Inc. 

Welmaid Products, Inc. 

Wen Products, Inc. 

Werner Co. Inc., R. D. 

West Bend Aluminum Co. 

Westchester Brickote Prod. Co. Inc. 
Westclox, Div. General Time Corp. B3-B5 
Westinghouse Electric Corp. 740-752 
Westinghouse Electric Corp.— 

Dinnerware Dept. 2034 
Westland Plastics, Inc. 1564 
Whirlpool” Corp. 905 
White Metal Rolling & Stamping 

Corp. 2039-2041 
White Studios 269-271 
Whittier Line 2045 
Wickford Products, Inc. 1431 
Williams Cutlery, Inc. 1930 
Wilmart Products Corp. 1136 
Wilshire Mfg. Co. 124-128 
Wilson Specialties Co. Inc. 1134 
Wiss & Sons Co., J 1499-1452 
Wolf Mfg. Co. 1622 
Wolfcrest Products 1655 
Wolfe of Sheboygan 931-933 
Wolff Products Co. 657-661 
Wolverine Household Products, Inc. $-87 
Woodcroftery Shops, Inc. 813 
Woodpecker Woodware 1642-1646 
Worldsbest Industries, Inc: 450-452 
Wright Mfg. Co. 1554 


Yeoman Corp. 


Zachman & Co. 729 
Zenith Metal Products Co. 1504-1508 
lim Mfg. Co. 413 
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How to laugh all the way to the bank! 


& Bank on 
D ormeyer 
for ‘60 

Fall Sales 










‘sesesee ereconrre 








NEW Silver Star Mixer. 
Model SM-12-CH 


NEW Portable Mixer. 
Model HM-6 


NEW Steam and Dry Iron with 
new Roto-Cord. Model ST-2-BU 


NEW Spray-Steam-Dry Iron with 
Roto-Cord. Mode! ST-3-TQ 





NEW Coffee Well with exclusive 
Bru-Vue handle. Model CP-10-BU 


NEW Pink Whisper Electric Hair 
Dryer. Model HD-1 


NEW Continental Portable Mixer. 
Model HM-5-WH 


NEW Two-slice Pop Up Toaster. 
Model TR-5-CH (Also self-lowering) 


NEW SO 
robe 2 













ts 
NEW Four-slice Pop Up Toaster. NEW ‘‘Fri-Way”’ Electric Skillet. NEW Mix-Well Mixer. NEW Automatic Electric Can Opener 
Model TR-6-CH Model SK-1-BU Model SM-6-WH with Interval Timer. Model CO-3 


@eeeaoeeseeoeoeoee2e0200808080 











¥Se) Exciting ne 


SEE! 
| * Dynamic New Promotions: 
appliances! ‘ 


W fashions in 





SEE! 
* Dramatic new advertising! 


Come to 
Booths 547-553 


Bank your child’ 


Atlantic City | Dormeyer’ $ future, too, with 
; | enti 
Housewares cath, $2500. Can’ be wey SMOShiD plant si tive Plan 


your child, or Offe 


Show 
July 11-15 


Presto! 





Now!Presto brings you an- 
other great new promotion 
—to open up exciting new 
sales and profit opportuni- 
ties for you! 











ELECTRICAL MERCHANDISING WEEK 


Innovation plus Quality in Coffeemakers 
-with a special price promotion for you! 


In coffeemakers too, Presto is first with features and promotions that build 
sales, multiply profits! When you sell Presto, you sell the first and only 
completely washable coffeemaker in gleaming stainless steel—the original 
submersible coffeemaker with a wide open spout that washes easily as a 
cup! Now Presto makes this most-wanted coffeemaker even more appealing 
with an exciting “limited time” special offer that rings up an extra 8% 


discount for you! ON. P. 1. 1., 1960 


PRESTO 


National Presto Industries, Inc., Eau Claire, Wis.eIn Canada: Presto Division—General Steel Wares, Ltd., Toronto 








Regular Dealer Cost Tee 


SPECIAL 
DEALER COST 


(AN EXTRA 8% 
DISCOUNT FOR 
YOU) 
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NEW 


PRODUCTS 


FEATURES THIS WEEK 


Home entertainment lines on this. page e And on the 
next 10 pages a preview of products being shown at 
the Housewares Show this week e Next week, even 
more Housewares and Music Show merchandise 


ee 


ss signs 








HOFFMAN 19-IN. COMPACTABLE 


HOFFMAN 1961 
TV-Stereo-Radio Line 


A total of 72 home entertainment in- 
struments ranging from _ transistor 
radios to deluxe TV-stereo-radio 
combinations are announced. 

Highlights of the TV models are a 
compact 19-in. portable with a hand- 
wired chassis and a “Concert Theater” 
home entertainment center contain- 
ing in 1 cabinet a 23-in. bonded TV 
tube, true stereo hi-fi and stereo sim- 
ulcast AM-FM radio. 

The 1961 TV line includes models 
in many styles and finishes, and in- 
cludes. specially designed chassis, 
Mark 10 in the 19-in. portable and 
Mark 5 in the 23-in. console series. 

Twenty-three basic 23-in. models 
feature full-range sound systems with 
variable tone control, front-mounted 
multi-range speakers sized to present 
the maximum in true FM sound re- 
production, and jacks for’ stereo 
speaker and TV sound output. The 
wide-angle bonded face 23-in. pic- 
ture tube has square corners. Most 
23-in. models feature a new Vanguard 
wireless remote control unit that 
provides channel selection, 5 levels 
of volume control, volume mute, on- 
and-off; pre-set automatic fine tuning 
and LiteScope which automatically 
adjusts set for correct picture bright- 
ness regardless of changes in room 
light conditions. 

One model of the Vanguard remote 
control has the close-up feature, 
which increases the size of the image 
in the center of the screen 25% for 
front-row view of sports and other 
events. 

Many top quality features new to the 
1961 Hoffman line are included in the 
Concert Theater No. 9003, home en- 





HOFFMAN STEREO HI-FI NO. 8016 





HOFFMAN CONTINENTAL CUSTOM NO. 3853 


tertainment center with stereo hi-fi, 
wide-angle 23-in. TV, AM-FM radio 
and stereo simulcast. 

Available in genuine hardwood 
and natural veneers of Salem maple, 
walnut and mahogany cabinets, the 
Concert Theater’s sound system has 
the Bass Master circuit with the dou- 
ble bass control that adds an extra 
octave of low frequency response. 

Its transtormer-powered, hand- 
wired amplifier provides 90w peak 
power output. A special hum cancel- 
lation control allows hum-free sound 
reproduction; 6 16-ohm hi-fi speakers 
utilize dual electronic frequency 
crossover systems. The changer is a 
Glaser-Steers 4-speed hi-fi and mono- 
phonic. Also included is the Hoffman 
stereo (simulcast) AM-FM tuner 
with separate AM and FM. 

In addition to the 19- and 23-in: TV 
series Hoffman has 17- and 21-in. 
Spanette table and portable models. 

Two portable and 2 console stereo 
hi-fi models, are also included in the 
line, the portables have 4 and 5 
speakers and come in scuff-resistant 
luggage fabrics in gray or tan, and 
in charcoal or tan. The consoles are 
available in mahogany, walnut or 
Salem maple, have 4 or 5 speakers; 
a Glaser-Steers changer. 

Radios include the Trans-Solar, a 
built-in solar battery pack with 6 
transistors plus semiconductor diode, 
push-pull output, and an unbreakable 
cycolac case, solar or mercury battery 
operated. Available in 5 finishes. Also 
2 transistor models, one with 7 tran- 
sistors the other with 8 transistors. 
Prices, TV prices range from $189.95 
to $750; stereo hi-fi from $159.95 to 
$419.95; radios $29.95, $34.95 and 
$49.95. Hoffman Electronics Corp., 
3761 S. Hill St., Los Angeles. 


£ 











eres 


RADIO 


HOFFMAN 7-TRANSISTOR 





ADMIRAL 3-WAY CONSOLE 








NEW PRODUCTS e 69 


4 


ADMIRAL IMPERIAL 80 


ADMIRAL 1961 Stereo-Phonos 


Four portable stereo phonos, 7 all- 
in-1 consoles, including 2 Imperial 
models with 8 stereo speakers, com- 
prise the Admiral 1961 hi-fi line. 

A “Phantom 3rd Channel” created 
electronically blends sound of left 
and right channels into a 3rd acous- 
tic channel with sound coming from 
center of the instrument. 

For high school and college music 
enthusiasts are portable models, 
starting with Y4037, a light-weight 
stereo phono with hideaway exten- 
sion speaker in cabinet lid provides 
up to 15 ft. stereo separation of 
sound. It has a_ scuff-proof 2-tone 
pyroxylin-covered luggage-type case 
in brown and white. 

A larger portable, Y4049, designed 
for operation with cover closed has 
a front-mounted speaker as well as 
an extension speaker, custom con- 
trol center with balance control, tone 
control, 2 amplifiers with automatic 
bass boost and a new Golden 4-speed 
stereo changer. 

The 2-piece luggage-type stereo 
portable Y4057 comes with amplifi- 
ers providing up to 17 and 23w out- 
put. Each has twin speaker bass re- 
flex enclosures that clamp together 
into a single compact unit for porta- 
bility. 

The Super 20 portable Y4067 has 2 
8-in. woofer speakers and 2 3%-in. 
tweeters, separate bass and treble 
tone controls, heavy-duty constant- 
speed phono motor, lightweight tone 
arm with nylon brush for removing 
dust from records and twin diamond- 
sapphire needles. 

Stereo consoles are produced with 
and without AM-FM radio tuners. 
Two multi-channel amplifiers drive 
matched and balanced stereo speak- 
ers. A crossover network directs fre- 
quencies into proper speakers. Chang- 
er tone arms in all consoles have 
a new soft nylon brush that auto- 
matically removes all dust or fuzz 
from path of diamond needle. 

An Admiral-built automatic rec- 
ord changer plays stereo and mon- 
aural discs in all 4 speeds, has auto- 
matic shut-off, heavy-duty motor, 


neutral position and dual diamond- 
sapphire needles. 

The Super 20 series are in decorator 
approved cabinets in genuine veneers 
and hardwoods. Radio tuners have a 
3-stage IF system, afe for locking in 
FM stations and ave. In addition to 
6 stereo speakers, the Super 20 stereo 
combinations have 2 external speaker 
terminals for adding extra speakers. 
A dual input jack in back is for 
playing stereo tape through the audio 
system. 

Highlighting this series is the 3- 

way stereo cabinet. It can be used as 
an all-in-1 console, or the large 
speaker cabinets can swing out on 
swivel hinges for wider sound dis- 
persion. For maximum separation of 
sound the speaker enclosures can be 
removed completely and _ placed 
away from main cabinet to provide 
3-piece ensemble. Hinged legs under 
the speakers can be opened to raise 
the enclosure off» floor. 
Two Imperial’ 80 audiophile specials 
in decorator approved Danish mod- 
ern or Provincial console cabinets are 
nearly 5 ft. wide. These models have 
2 push-pull amplifiers with up to 
72w output. A crossover network 
with 8 speakers includes 2 12-in. 
woofers, 2 6-in. mid-range speakers 
and 4 3%-in. tweeters. The AM-FM 
radios have a lighted slide rule dial; 
flywheel tuning, afc, 3-stage IF sys- 
tem and an output jack for adding 
FM multiplex stereo adapter. 

These consoles have a master au- 

dio control center with separate vis- 
ual balance indicator, channel re- 
versal switch, separate bass and 
treble tone controls, stereo-monaural 
switch, record compensator, plus dual 
4-pole motor that operates without 
hum or other’ interference. The 
changer compartment is illuminated 
and a front jewel light indicates when 
instrument is on. There is provision 
for record storage in these Imperial 
cabinets. 
Prices, from $69.95 to $159.95 for 
portables; from $159.95 to $569.95 for 
consoles. Admiral Corp., 3800 Cort- 
land St., Chicago 47. 





ADMIRAL Color TV 


Thirteen Admiral color TV sets with 
new wide-angle look comprise the 
1961 line. Each set contains such 
basic features as top front tuning, 
push-pull, on-off button; lighted chan- 
nel indicator; automatic pre-set fine 
tuning; 22,500v picture power; re- 
movable tinted optic filter and stereo 
input jack. 

Color sets have a die-cast front 
with removable spherical safety glass 
curved to fit contour of tube for a 
wide-angle picture with reduced glare 
and distortion. 

The line includes a table model 
with matching legs. Only 2 color- 
tuning controls need be adjusted to 
bring in precise color tones. Color 
fidelity and intensity knobs are color 
coded for best positions for each 
channel. A dual cone front-mounted 





speaker projects sound. 

Four decorator approved original 
consoles include 2 consoles and 2 low- 
boys in genuine wood veneers. Three 
top color sets have a multi-speaker 
audio system, (8-in. dual cone and 2 
3%-in. tweeters). 

Prices, from $595 to $895. Admiral 
Corp., 3800 Cortland St., Chicago 47. 
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NESCO Barbecuers 


Two new automatic electric barbe- 
cuers, No, N-145 and N-175 barbecue 
rotisserie broiler grill, are announced 
by Nesco. 





No. N-145, grills, barbecue, broils. 
Has easy-to-clean all-chrome exterior 
with cool plastic handles; desired 
heat setting from lo to hi may be 
selected and will automatically main- 
tain that temperature setting; barbe- 
cues with smoke control lid; cooking 
on top of element gives barbecue 
flavor. Large surface grill heats 
quickly; tray is removable. Infrared 
broils meats. 

No. N-175, Patio Chef, automatic bar- 
becue rotisserie broiler broils, grills, 
rotisseries; has 1650w. Features in- 
clude a N-70 cart. Features of Patio 
Chef include temperature control 
from lo to hi; barbecue broiling racks; 
grill and drip tray with handle; 
heavy duty spit holds 20-lb. roast; 
chrome-plated lids are removable; 
chrome-plated door lifts out. Nesco 
Industries, Inc., Div., Knapp-Mon- 
arch Co., St. Louis 16, Mo. 








HAMILTON BEACH 
Can Opener 


Hamilton Beach announces the addi- 
tion of a new automatic electric can 
opener, No. 5-CO, which will be in- 
troduced at the Housewares Show in 
Atlantic City. 

It is designed as a counter unit 
with a wall mount included, since 
counter units, according to the manu- 
facturer, now account for 80% of can 
opener sales. 

Its fully automatic feature is said 
to be a “Power-Pierce” action for 1- 
stage operation. By pushing 1 lever, 
can tops are automatically pierced, 
cut and removed by a magnetic lid- 
lifter. A removable cutting wheel 
simplifies cleaning and full power is 
supplied by a 115w motor. 

Price, $24.95. Hamilton Beach, Div. 
Scovill Mfg. Co., Racine, Wis. 








IONA Can Opener 


“Regent” attaches to wall and has de- 


tachable plastic stand for counter 
use. White. Price, $14.95. Iona Mfg. 
Co., Inc., Manchester, Conn. 
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UNIVERSAL Can Opener 


No. 8801, opens any size, shape, can, 
with 3 pushbuttons; turns itself off, 
holds can. $27.95. Landers, Frary & 
Clark, New Britain, Conn. 





TOASTMASTER 

Can Opener 

Toastmaster’s automatic electric can 
opener, No. 22A1, with “Magic Circle” 
cutting action is angled out 30 degs. 
from body of can opener and 8 degs. 
down to achieve a_ safety-smooth 
edge; the shaded-pole motor features 
step-down gears for more power and 
smooth easy action for all sizes and 
shapes of cans. An Alnico V “flip-up” 
magnet holds lid. 

Stop-action lever permits operator 
to control cutting action. Easy-to- 
clean cutting assembly; well-balanced 
case has low center of gravity, won’t 
creep, jiggle or slide. Finger-grip slot 
in rear for carrying or cord storage. 
White or all chrome. 


Price, $24.95 in white; $27.95 in 


chrome. Toastmaster Div., McGraw- 
Edison Co., Elgin, Il. 














SWING-A-WAY Can Opener 


The Swing-A-Way deluxe automatic 
can opener, No. 1509, comes in red, 
white, yellow, pink, turquoise, sand- 
alwood and polished chrome. Fea- 
tures single-handle automatic opera- 
tion; new styling; cast housing; ce- 
ramic magnet; gear-driven cutter; 3- 
position wall bracket. 

Price, $7.95, chrome, $6.95 for other 
finishes. Swing-A-Way Mfg. Co., St. 
Louis, Missouri. 














SUNBEAM Blankets 


Deluxe and popular 


blan- 
kets in rose, green, blue or beige. 


priced 


Deluxe double-bed, $34.95 (single 
control); $44.95 (dual); twin, $29.95. 
“Leader” line double, $24.95; $29.95 
(dual control); twin, $19.95. Sunbeam 
Corp., 5600 Roosevelt Rd., Chicago 50. 





G-E Blankets 


A new flat automatic blanket, the 
“Waverly,” No. A-7, is introduced by 
General Electric; also color changes 
for other blankets in line. 

“Waverly” is available in cameo pink, 
green, sandalwood, beige and wedge- 
wood; fabric is a blend of rayon and 








cotton with Nylon binding, and is 
completely washable. The comfort 
selector iights up when it is turned 
on and adjusts automatically to room 
temperature changes. It features a 
Sleep-Guard protective system over 
every inch of heated area. 

Two new colors beige and capri 
turquoise have been added to the 
deluxe No. A-2 series with custom 
tailored corners 
King-size No. AK-1 now comes in 
beige, capri, rose, canary, blue and 
seafoam. A new Southport blanket, 
No. A-8 has redesigned bedside con- 
trol. Comes in pink, green, beige, blue, 
lilac and white. 

Prices, No. A-7, $19.95 for twin bed 
single control; $24.95 for double bed 
single control; $34.95 for double bed 
dual control. General Electric Co., 
Automatic Blanket and Fan Dept., 
Bridgeport, Conn. 





GENERAL ELECTRIC Miniature Alarm Clocks 


A line of miniature alarm clocks with 
lighted dials in kitchen and bedroom 
designs with new finishes are an- 
nounced by the G-E Clock Dept. 
Models include Vign-ette, a feminine- 
styled alarm 3 in. high; with lighted 
dial in pink or beige; also available 
in antique white or pink. All are gift 
boxed in a see-through package. 
Trip-Mate, is a miniature electric 
travel alarm with lighted dial; high 
impact; 3 in. high, 458 in. wide; case 
in brown with leather textured fin- 
ish. It is also available with lumi- 
nous dial in charcoal or brown. 
Cue-ette, original miniature alarm, 
is also styled now in gold color case 
with plain or luminous dials. 
Woodlette is G-E’s first miniature 
wood case alarm. A plain dial model 
in fruitwood finish; luminous model 
comes in fruitwood or mahogany. 
Patterns, a wall clock with multi- 
color mosaic treatment comes in 3 
tones: beige, white or gray. 

Nu Grain, a compact alarm is cov- 
ered in vinyl with simulated wood 
grain; plain or luminous dial models. 
Clearlux is a higher priced alarm in 





a tambour style with crystal clear 
case. 

Two alarm clocks for desk or den are 
Kingswood and Medallion. Kings- 
wood is styled in African mahogany 
and Medallion has a bright gold color 
bezel with a silver color dial. 
Wall King is a kitchen or dinette 
clock with a tray design in walnut or 
cherry finish. 

Freedom has a Federal Eagle design 
and is available as a battery powered 
cordless clock. A synchronous cord- 
type model is also available. Both 
have a fruitwood finish case. 
Prices: Vign-ette in pink or beige, 
$9.98; in antique white or pink, plain 
dial, $7.98. Trip-Mate, $11.95 brown; 
$9.98 with luminous dial in charcoal 
or brown. Cue-ette, $5.98 with plain 
dial; $6.98 with luminous dial. Wood- 
lette, $12.95, plain dial; $13.95 lumi- 
nous. Patterns and Nu Grain, $7.98; 
luminous Nu Grain, $8.98. Clearlux 
$29.95. Kingswood, $17.95. Medallion, 
$19.95. Wall King, $14.95. Freedom, 
$49.95 cordless, $39.95 with cord. Gen- 
eral Electric Co., Clock and Timer 
Dept., Ashland, Mass. 
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WESTCLOX Alarm Clock 


Among the 16 new Westclox clocks 
unveiled recently was the “Dash” 
alarm styled with plain or luminous 
dial. Its high-impact case stands 3% 
in. high. A sweep second hand and 
alarm indicator are among the fea- 
tures of this model. 

Price, pink or white case, $4.98; lumi- 
nous dial in antique white, $5.98. 
Westclox Div., General Time Corp., 
La Salle, Hl. 
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SUNBEAM Clocks 
Three new Sunbeam “Wink-Awake” 
alarm clocks feature a “wink selec- 
tor” switch which gives a choice of 
5, 10, or 15 min. more sleep. No. BO11 
has a “Vari-Lite” dial with luminous 
hands and hour markings, $12.95; No. 
B010, a compact model with choice of 
luminous hands and hour markings, 
$8.98 or with standard hands, $7.98. 
Sunbeam Corp., 5600 Roosevelt Rd., 
Chicago 50. 








SESSIONS Clock 
“Moon Glow” alarm clock with Panel- 
escent lighted dial; no bulbs; doubles 
as a night light; 3%x2%x3% in.; 
comes in white, pink or blue case 
with charcoal dial. 

Price, $6.95. The Sessions Clock Co., 
Forestville, Conn. 





SNAPIT Door Chimes 


Snapit “Decorator styled” Melody 
Chime line is available in 2 models, 
a 2-door double-note chime and a 
single-door double-note chime that 
may be horizontally or vertically wall 
mounted. Hi-fi tone chambers. 

The outer case is available in ivory, 
sandstone or pearl. 
Price, 2-door, $4; single-door, $3.75. 
Cable Electric Products Inc., 234 Da- 
boll St., Providence 7, R. I. 















FRANTZ Cleaners 


Two new lightweight cleaners are 
introduced by Frantz Electric In- 
dustries. The “Vacleaner” is a 6-lb. 
upright cleaner that converts to a 
hand cleaner through removal of a 
snap-on handle. It has 3 accessory 
cleaning tools; a 14,000 rpm sealed 
motor with a die cast aluminum fan. 
Throw away dust bags that retail 
6 for $1; combination rug and floor 
nozzle with a removable floating 
brush and 4 nylon rollers. 

Color styled in beige and pastel 

green with a chrome plated handle; 
carry home carton has a built-in han- 
dle and weighs 8 lbs. including the 
cleaner and the tool set. 
Price, $29.95; $32.50 with 3 accessories. 
Frantz Electric Industries Inc., 2775 
S. Moreland Blvd., at Shaker Square, 
Cleveland 20, Ohio. 
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DOMINION Hair Dryer 


The Dominion portable hair dryer, 
No. 1805, in a luggage-style carrying 
case is a complete beauty salon. It 


warm, medium, hot) for perfect tem- 
perature control to make hair drying 
a faster operation. 

A special vent provides a conven- 
ience for drying fingernails, and the 
scientifically designed flexible hose 
and adjustable vinyl drying hood 
concentrates air on the hair and 
keeps hands free for sewing, reading, 
and other activities. 

An accessory compartment extends 
the full depth of the dryer on the 
right side providing storage for 
combs, brushes, bobby pins. 

It weighs 6 lbs. overall (the dryer 
itself weighs only 4% lbs.) and is 
easily carried; the vinyl hood and 





flexible hose store neatly and _ se- 
curely around a large removable 
mirror in lid of case. 

Other features include a jewel sig- 
nal light, quiet motor, sand, pink and 
beige styling with gold trim; 340w 
ac only; 110-120v. 

Price, $29.95. Dominion Electric Corp., 
Mansfield, Ohio. 





WESTINGHOUSE Announces a Coffeemaker Line 


The Westinghouse line of coffeemak- 
ers includes 6 models. Three are im- 
mersible and 3 are matching stand- 
ard models. They range from 8-cup 
capacity aluminum models to 10- and 
12-cup capacity stainless steel units. 
The model shown is an immersible 
spoutless model with its separate con- 
trol that can be detached so the ap- 
pliance can be completely immersed 
and washed under water. 
The line includes No. HP-19, an 8- 
cup spoutless with new pouring lip 
in aluminum and standard; No. HP- 
29, 8-cup, immersible spoutless alum- 
inum; No. HP-39, 10-cup standard, 
stainless steel; No. HP-49, 10-cup, 
immersible stainless steel; No. HP- 
59, 12-cup standard, stainless and No. 
P-19, 12-cup immersible, stainless 
steel. 


Prices, No. HP-19, $16.95; No. HP-29, 
$19.95; No. HP-39, $21.95; No. HP-49, 
$24.95; No. HP-59, $26.95; No. P-19, 
$29.95. Westinghouse Electric Corp., 
Portable Appliance Div., Mansfield, 
Ohio. 





DORMEYER Hair Dryer 


Dormeyer Corp. is announcing a 
newly designed hair dryer called the 
“Pink Whisper,” No. HD-1. 

Features of the new model in- 
clude quick, whisper-quiet drying 
action; concentrated temperature 
controlled air; a_self-storing rack, 
“Porta-Pak” with a carrying handle 
which is an integral part of the unit. 

The “Porta-Pak” holds the vinyl 
air hose, 7-ft. cord, the vented hood 
which folds up neatly and fits into 
its own plastic case, which in turn 
fits into the back of the unit. 

The reinforced, flexible, expand- 
able vinyl air hose provides constant 
air flow. A temperature selector dial 
provides cool, warm and hot temper- 
atures as well as on-and-off. The 
vented hood has a drawstring to as- 
sure comfortable fit. Can also be used 





to dry nail polish, stockings, lingerie. 

Static-free, it does not interfere 
with TV or radio. All parts are easy 
to clean with a damp cloth. Dor- 
meyer Corp., Kingsbury and Huron 
Sts., Chicago 10. 





UNIVERSAL Coffeematics 


No. 4550 “Dial Top” Coffeematic has 
3- to 8-cup capacity; features include 
flavor selector in dial top; reheats 
without removing grounds and with- 
out changing strength; immerses 
completely; deluxe chrome over solid 
copper; spoutless design; Redi-Lite 
signal; heat guard handle; automatic 
keep-warm; cup markings; 600w. 
No. 4530 “Flair Flo” Coffeematic has 
10-cup capacity; features new styling; 
flavor selector under handle; Redi- 
Lite; heat guard; cold water pump; 
keep-warm; cup marks; 600-50w. 
Other models include No. 4448, 8 
cups; No. 4490, 10 cups; No. 4520, 
stainless steel, 10 cups; No. 4910, 
King Size 10 to 35 cups. 

Prices, No. 4550, $24.95; No. 4530, 
$29.95. Landers, Frary & Clark, New 
Britain, Conn. 








K-M Redi-Dryer 


The No. 11-510 Redi-Dryer hair dryer 
is extremely versatile, pushbutton 
controlled and scientifically designed 
to give the convenience of a profes- 
sional-type hood-dryer. Plastic hood 
slips over head; elastic at edge ad- 
justs to head size. The hot air is 
directed on hair, leaving hands free 
to fix nails, read book, etc. Speedier, 
easier drying without the discomfort 
of heat on face, neck or shoulders— 
all air is directed to hair. Selective 
pushbutton controls offer easy tem- 
perature change. Hot setting for fast 
drying, warm setting for children, 
and cool setting for finishing. 
Specifications: ac only; 275w; overall 
length, 7% in.; 6% in. wide; 4% in. 
high; 115v. Shipping weight approxi- 
mately 6% lbs. Knapp-Monarch Corp., 
St. Louis, Mo. 
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It's so easy 
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EASLOAD 


Safely handles an 
800 Ib. load 


Cut delivery costs with 

& Easload. The only truck 
\ that takes the weight 
off the man and 

balances it on large 
retractable wheels 

where it belongs. 


¢ Tubular slide runners 
« Protective rubber 
pads 
* Positive ratchet- 
type cincher 
* Large ball 
bearing wheels 
cushioned on 
10x 2.75 tires 


Order Easload today — on MONEY BACK GUARANTEE 
of satisfaction (FOB L.A.)...only $57.50 


Colson Equipment & Supply Co. 
1317 Willow Street, Los Angeles 13, California 
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MERCHANDISING 
SUPPLEMENT 
SECTION 


NEW PRODUCTS—NEW SALES 
THIS SECTION CAN BE 
ECONOMICALLY USED FOR: 
MORE SALES— 
MORE PROFITS 


A special classification for manu- 
facturers desiring advertising in 
space smaller than the minimum 
run-of-book display space. The 
space available in this section is 
| to 6 inches. 


REACH ALL BUYING INFLUENCES 
RATES———ON REQUEST 
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LIFSCHULTZ 
=FAST FREIGHT= 


FASTEST TO BOTH COASTS! 











2nd DAY SERVICE 
between NEW ENGLAND STATES 
and CHICAGO 
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G-E Polisher 


A new floor polisher, No. FP-3, is 
announced by G-E’s vacuum cleaner 
dept. It features a full-power 350w 
motor and comes equipped with all 
snap-on attachments needed for wax- 
ing, polishing, scrubbing floors and 
cleaning rugs. Included are combina- 
tion polishing-scrubbing brushes, rug 
cleaning disks and felt buffing pads. 
The No. FP-3 is styled in a rose- 
beige baked-enamel finish and has a 
tile red non-marring vinyl bumper, 
steel motor hood and handle; an on- 
off foot switch; contoured shoulder 
for reaching under kick space and an 
18-ft. cord. Wax applicating pads, 
lambs wool pads, steel wool pads and 
a liquid floor wax dispenser are avail- 
able as accessory attachments. 
Price, $29.95. General Electric Co., 
Housewares Div., Bridgeport, Conn. 


c» 





WESTINGHOUSE Mixer 


Comes in a gift carton and includes 
2 non-clog beaters without center 
posts and a drink blending attach- 
ment. Comes in aqua, pink, yellow 
and white. A stand and bowl acces- 
sory kit available. Price, $21. Westing- 
house Electric Corp., Mansfield, O. 












































SUNBEAM Shavemaster 


Shavemaster No. 555 shaver, uses 3 
self-sharpening actual steel blades 
mounted so they reach all whiskers 
on the facial surface. 

Uses an instant shearing principle 
by which 3 blades under a shield 
reach whiskers at skin level regard- 
less of angle at which shaver is held. 
Also includes thumb latch for shav- 
ing head and a sideburn trimmer de- 
vice. Sunbeam Corp., Chicago 50. 
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NORELCO Shaver 


North American Philips announces 
the introduction of the new Norelco 
Speedshaver, NO. SC 7860. 

The new feature of this shaver is 
its floating-head action in which 2 
large rotary cutter heads are spring 





mounted to move in any direction and 
to adapt automatically to every facial 
contour, following the lines and 
curves of face and neck. It is easy 
to “corner” for problem spots, such 
as flat cheeks, etc. 

A second innovation is a newly 
designed vibrationless universal mo- 
tor which has self-lubricating bronze 
bearings and is self-aligning. Speed 
is regulated automatically by the load 
placed upon the motor. 

Other improvements include larger 
shaving heads with more blades and 
whisker openings to shorten shaving 
time; and added power and speed for 
the Norelco rotary action. 

Voltage can be changed easily from 
110 to 220v. An adaptor plug is also 
included. Comes in a smart travel 
case. 

Price, $29.95. North American Philips 
Co., 100 E. 42nd St., New York 17. 





DORMEYER Steam Irons 


Two new steam irons are announced 
by Dormeyer Corp., a Spray-Steam- 
Dry iron No. ST-3-TQ and a Steam- 
and-Dry iron No. ST-2-BU. 

No. ST-3-TQ Spray-Steam-Dry iron 
has a built-in spray: just press trig- 
ger forward for instant sprinkling 
spray; changes from dry to steam 
and back again at the flip of a trig- 
ger. Takes ordinary tap water; auto- 
matic steam shut-off when iron 
stands on end. It has 17 steamports 
on the soleplate, and roto-cord that 
swivels 140 degs. for easy right or 
left hand use. 

No. ST-2-BU Steam and Dry iron 
also features the roto-cord with 140- 
deg. swivel for right or left hand 
use. The iron changes from dry to 
steam at the touch of a button. A 
wide range of temperature settings 





are available for all fabrics including 
synthetics. This model also uses tap 
water, and fills through a large fun- 
nel on front of handle. Other features 
include an easy to read fabric indica- 
tor; automatic steam shut-off when 
iron stands on end, and 17 steam- 
ports. Dormeyer Corp., Kingsbury 
and Huron Sts., Chicago 10. 
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YEATS 

Model No. 7 
Height 59” 
Weight 36 Ibs. 





step glide 

Endless twin rubber 
belts let you roll 
load over stair edges 
without marring. 





APPLIANCE DOLLIES 
save time ...save back-breaking work 
moving ranges 
refrigerators, washers, 
hot water tanks, etc., 


“Suerlact’ cover and Pavs 


YEATS semi-fitted covers are made of 
tough water repellent fabric with adjust- 


Made of tough, featherlight alumi- 
num alloy ... heavily padded with 
felt in front to protect the most 
delicate finishes. *Curved cross mem- 
bers cradle curved appliances as 
well as square shapes. *Close mount- 
ed wheels pivot on-a-dime on stair 
one and ag o- quarters. 
This, plus all the other time saving 

YEATS features, save up to a dol- peso eng gs olny gb nea 
lar’s labor handling each appliance Write. 

... more than pay for the dolly in a 
month’s deliveries. Before you 
“manhandle” another appliance, see 
your YEATS dealer or write direct! 


A APPLIANCE DOLLY 
" SALES COMPANY 


2127 +N 12th STREET 











MILWAUKEE, WISCONSIN 











announcing the greatest 
in can opener history! 


BVI EXCLUSIVE BLUE CUTTING POINT! 


Oly &, YW/ Ahose f The Blue Cutting Point 


is the feature that sets BVI apart from and ahead of all 
competition. Why sell can openers that do only 75% of 
the jobs — when BVI is 100% efficient! 
world’s most automatic can opener. What’s more, BVI is 


BVI is the 


the most complete line of electric can openers — the 
most heavily advertised — has the greatest consumer 
acceptance. Sales up 63% over last year! 


Electric Can Openers 


Electric Paint Sprayers 





Portable Humidifiers 





Drink Mixers Electric Hone 


BVI HAS THE FULL LINE OF ELECTRIC APPLIANCES. Order Now! 













selling point 


£. 


[Site Kak 


with gigantic 
OARDWALK BONANZA! 





It’s a real ‘‘Gold Strike’’ promotion 
for housewares dealers! 


Get the BVI Bonanza Profit-Story at the 
Atlantic City Housewares Show. We’ll be waiting to 
welcome you in Booth 1342. 























ee ‘ 









from your BVI representative, or from 


Can Opener with Base Built-in Can Opener 


BURGESS VIBROCRAFTERS, INC. 


Grayslake, Illinois 


| 

| 

| 

| 

| 

| Or get full Boardwalk Bonanza details 
| 

| 

: BAIdwin 3-4821 
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CRESTWOOD 
OUTSELLS 
ALL OTHERS 
WITHOUT 


Sh egg a 


DISCOUNT! 


Only Northern, the world’s largest electric blanket manufacturer, 


can afford to offer a top quality product—priced to meet and beat 


competition without cutting liberal dealer profit margins. Make 


no mistake—feature for feature—no other electric blanket compares 


with the Crestwood in its price range. Why take less than a full 


mark-up, less than the best quality, less than the fastest-selling 


electric blanket line in the business? Order Crestwood now... 


available only through your distributor. 


COMPARE THESE BEST-SELLER FEATURES 


e Exclusive! Luxurious 80” width on 
double bed model. . . a full 10% wider 
than ordinary blankets! 

Exclusive! sanifresh 100% Nylon bind- 
ings .. . resist odor-causing bacteria 
and germs. Last a blanket lifetime. 

Unconditional 2-year guarantee! 
Liberally administered by Northern to 
assure complete customer satisfaction. 

» Convenient bed side control hangers. 


Fully automatic controis compensate 
for room temperature changes. 


‘‘Custom Formed" to fit neatly around 
mattress corners... wrinkle-free! 
Keeps blanket firmly in place! 
Colorfully packaged in self-selling 
display carton. Blanket polyethylene 
wrapped to stay clean and always 
salable. 


» Complete line available in all models, 


sizes and popular colors. 


ED BY THE MOST HEAVILY ADVERTISED 
> BLANKET HISTORY! 


Saat Og ar 


4 one 
sat Ne y 


“0 oF 


> 


* Guaranteed by © 


Good Housekeeping 
<2 > 


wart & 
2 


ovcanstn 


1 Out of Every 2 
Electric Blankets Sold 
is Northern-Built! 


- - | oF 
NORTHERN ELECTRIC CC 


CHICAGO * WAYNESBORO AND BAY S$ 
World's Oldest and Largest Manufacturer of Electric Bf 
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DOMINION 
Stow-Away Mixer 


This new portable mixer, called the 
“Stow-Away” keeps everything in 
1 place, neat and compact, when 
mixer is not in use. 

The 2 beaters slip into modern 
storage fins in the mixer body. The 
removable cord winds around the 
handle post and snaps tight. The port- 
able mixer has a slot in the back for 
hanging it on the wall—beaters, cord 
and all. 

It has a high impact plastic case 
styled in gold and white; a 1-finger 
pushbutton beater ejector releases 
beaters. 

It is perfectly balanced and weighs 
only 2% lbs.; and rests on its wide 
base heel rest and won’t tip over. 
Price, $17.95. Dominion Electric Corp., 
Mansfield, Ohio. 





HAMILTON BEACH 


Low-Cost Mixer 


Hamilton Beach announces that it is 
introducing a new lightweight port- 
able mixer called the “New Golden 
Anniversary Mixette.” 

This new mixer is the achievement 
of a long-range objective to develop 
a high quality portable mixer with 
normal power at a very low cost to 
consumer. 

No. 75 is a fuil-power, 100w mixer 
backed by a 5-year guarantee. This 
new Mixette is high-styled and comes 
in white with ruby charcoal trim. It 
has a 3-speed control with the switch 
under the thumb; a positive beater 
ejector, and stands firmly on end. It 
weighs 2% lbs. and can be hung on 
a wall or stored in a drawer. 

Price, $14.95. Hamilton Beach, Div. of 
Scoville Mfg. Co., Racine, Wis. 





DOMINION Portable Oven 


A new 3-way automatic portable oven 
No. 2505 that bakes, broils, grills is 
announced by Dominion. 

Feature of the new oven’s versatil- 
ity is a high-speed tubular, plug-in 
element that provides fast heat over 
entire cooking area. It has 2 posi- 
tions: in normal position the element 
permits unit to bake or grill; in in- 
verted position the oven can be 
changed to a broiler. 

A counterbalanced lid opens wide 
for easy access to oven interior and 
lifts off completely and contains a 
heatproof look-in window. A 2-hr. 
timer automatically shuts off oven 
and rings a bell when food is cooked. 
Included with the oven are 2 re- 
movable racks, a grill pan that dou- 
bles as a cookie sheet. 

A temperature control is provided 


by a fingertip thermostat that ranges 
from 100 to 500 degs. Constant tem- 
perature level is maintained all 
through cooking cycle. A jewel sig- 
nal light lights up when pre-selected 
temperature is reached; 1300w ac 
only; 110-120v. 

Price, $49.95. Dominion 
Corp., Mansfield, Ohio. 


Electric 





TOASTMASTER Mixers 


Two new mixer units are announced 
by Toastmaster. The “Portable Plus” 
17A1 and the 2-in-1 mixer with fold- 
away stand, No. 17A-A3. 

The “Portable Plus” hand mixer has 
extra power motor; extra capacity 
beaters, a safety ejector lock. Weighs 
21 lbs., 11 0z.; has 3 speeds; controls 
are on handle; stable heel rest or 
hangs on wall; gold with white, tur- 
quoise, pink or yellow. 

The 2-in-1 mixer features a fold-away 
stand with built-in storage compart- 
ment for beaters and detachable cord; 
dual-position turntable makes it pos- 
sible to use large or small bowl; a 
3%-qt. bowl is included. The remov- 
able 3-speed mixer in this unit is the 
above described No. 17Al1 which can 
be removed for hand mixing jobs. 
Finish is all white in this unit. 


Other features include a detach- 
able 6-ft. white cord; operates on 
110-120v, ac or dc; 100w. 

Price, No. 17A1, $19.95; No. 17A1-A3, 
$29.95. Toastmaster Div., McGraw- 
Edison Co., Elgin, Il. 
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WESTINGHOUSE 
Scrubber-Polisher 


A new type floor scrubber and polish- 
er using a single brush is being in- 
troduced by Westinghouse. 

The single large revolving brush 
with orbital action and improved 
motor represents “a decided engi- 
neering advance over the twin-brush 
model.” 

In both scrubbing and waxing, the 
new product has little vibration, 
does not splatter water or liquid wax. 
When waxing or buffing, it leaves a 
smooth surface with no swirl marks. 

Called the Westinghouse scrubber- 
polisher No. VP-20, it includes a wax- 
ing brush, scrubbing brush and a set 
of disposable buffing pads. 

Price, $49.95. Westinghouse Electric 
Corp., Portable Appliance  Div., 
Mansfield, Ohio. 
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HOOVER 


Shampoo-Polisher 


Hoover’s new triple-duty floor appli- 
ance scrubs, waxes, polishes floors 


and shampoos rugs without over- 
wetting or soaking them. 

Solution for shampooing is placed 
in a removable, translucent plastic 
2-qt. container with extra room for 
high-foaming detergents. The clean- 
ing solution is released on carpet by 
pressing a trigger on handle, and it is 
dispensed through the rotating sham- 
poo brushes. The “floating brushes” 
automatically adjust to any rug thick- 
ness. The tank can also dispense de- 
tergent for faster easier scrubbing, 
also for self-polishing waxes. A sep- 
arate plastic squeeze bottle is pro- 
vided for liquid polishing wax. The 
bottle fits “piggy back” into a pocket 
on rear of tank. 






REGINA Electrikmop 


Regina’s new Electrikmop wets floor, 
mops it clean and vacuum dries it 
automatically. The  user’s hands 
never touch water. It has a conven- 
ient swivel nozzle. 

Brushes are of high-grade natural 
bristles and mop can be used on bare 
floors, linoleum, asphalt or vinyl ce- 
ramic or rubber tile. It hangs on a 
hook. 

It weighs 9 lbs.; stands 50 in. high 
with a convenient switch; cord wraps 
around 2 clips below vinyl handle. 

It has 2 chambers. Clean water and 
detergent are released from 1 cham- 
ber at touch of small pedal at bot- 
tom; dirty water is drawn off into 
second chamber by vacuum motor at 
flick of switch. 

Price, $42.95. Regina Corp., Rahway, 
N. J. 
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CORY Non-Electric Clean-Up 


This new clean-up brush, CWB, com- 
bines cleaning, scrubbing and rinsing 
into one operation; can be used to 
quickly clean patios, utility room 


“way 


Brush 
floors, basement floors and_ walls, 
garage floors, outdoor barbecues, 


porches, sidewalks. 

To use, attach to a garden hose at 
universal coupling at handle-end of 
unit, then turn on water. A sliding 
collar on the coupling adjusts water 
flow to any desired rate with an easy 
finger movement. 

The brush is 16 in. wide, and is 
made of heavy-duty plastic bristles 
that will not mat or mildew. The 
bristles are also resistant to alkalies, 
acids, oils, kerosene, naphtha and 
gasoline. 

Brass universal coupling fits regu- 






























lar garden hose; 2 separate plastic 
grips on handle enable use of brush 
with hot or cold water. 

Price, $10.95. Cory Corp., 3200 W. 
Peterson, Chicago 45. 


Other features include magic-han- 
dle switching; 14-lb. weight with 
shampooer attached; toe space polish- 
ing with brushes. Hoover Co., No. 
Canton, Ohio. 














Cory Buffet Queen 


the only big automatic percolator 
with Automatic Flavor Selector 


ORY 


DOES IT AGAIN ...BIG 
with a big profit gift item 


IT’S BIG—AND SO IS THE MARKET. Cory’s new Buffet Queen not only perks 10 to 
40 cups of coffee... it perks them exactly to your customer’s taste. It’s the 
only king-size automatic percolator on today’s market with automatic Flavor 
Selector. Coffee lovers dial their preferred strength and the Ready-Light rim 
glows to tell them when it’s done to their taste. How’s that for a salable 
combination. 


IT’S TOO BEAUTIFUL TO CONFINE TO THE KITCHEN. Naturally, a percolator as 
distinguished as Cory’s new Buffet Queen will take coffee-making out of the 
kitchen and into the rest of the house. Its modern chemise-shaped housing 
is dressed in gleaming chrome-plate and trimmed with fashionable jet black. 
You'll be selling the Cory Buffet Queen to people who already own an automatic 
percolator. It’s that handsome. 


THERE’S AN INSIDE FLAVOR STORY, TOO. Right under the outside cover, there's 
an inside cover that fits snugly inside the basket, forces water over all the 
grounds. And when the coffee is ready, the handle need be turned only 90° 
in either direction to release coffee from the Hi-Speed spigot. Cup markings 
on both housing and inside basket—hi-heat/lo-heat thermostats, hi-speed 
pump. All this and traditional Cory quality, too, for only $39.95 retail. 














* FOR PARTIES OF 4 to 40! 
* FOR EVERY HOME AND OFFICE USE! 
* FOR SMART PRESTIGE GIFTS! 


ae CORPORATION 
3200 W. Peterson, Chicago 45, Ill. 
CORY CORP. (Canada) Ltd., Toronto, Ont. 
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S-E HEATER NO. H-!1 
GENERAL ELECTRIC 
Heaters 


Four new automatic heaters, includ- 
ing a radiant heater H-11, are an- 
nounced by General Electric. 

No. H-11 is a 1320w heater that 
provides instant radiant heat from 


215 sq. in. of reflecting surface and 
features a large parabolic reflector. 
It is available in mahogany color, 
and it measures 12x11%x10% in. 
No. H-10, automatic heater, in beige, 
provides instant radiant and fan- 
forced heat; features include an au- 
tomatic thermostat and large para- 
bolic reflector; 1320w capacity. It has 
a 7-ft. cord, and measures 12x11%x 
10% in. 

Nos. H-8 and H-9, beige automatics, 
are alike except No. H-8 is rated at 
1320w and No. H-9 at 1650w. Fea- 
tures include an automatic thermo- 
stat, instant radiant and fan-forced 
heater, also a double parabolic re- 
flector. 

All have protective grilles, rubber 
feet, safety tip-over switches. 
Prices, H-11, $14.95; H-10, $22.95; H-8, 
and H-9, $29.95. General Electric Co., 
Housewares Div., Bridgeport, Conn. 
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SUNBEAM Heaters 


Sunbeam enters the space heater 
field with 3 portable models. 

All models have fans, ribbon-type 
heating elements and_ thermostats 
controlled by heat selector dials. The 
large size offers a choice of 1320 or 
1650w; smaller heater has 1320w. 
Prices, 8600, $21.95; large sizes, 8610 
and 8620, $34.95. Sunbeam Corp., 5600 
Roosevelt Rd., Chicago 50. 





+ 
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NEW PETITPOINT Delicate lattice-work, available in brass and 
black. Just right for those “fussy” customers! Only 844” in diam 
eter. $5.98 in black, $6.98 in brass, Retail. 


ELEGANCE Brilliant chrome finish in popular, wall-hugging dc- 
sign. Also, the companion COPPERSMITH with same face, in gleam- 
ing, tarnish-proof copper finish! $6.98 Retail. 


$4.98 Retail. 


NEW MEDALLION Classic kitchen clock design with a fresh, new 
look! Crisp, clear face, with large sweep hand for accurate timing! 











pesuTaNTE Slopes from the wall! And its dial is in easy sight 
from any angle, anywhere! Milady can time an egg from twenty 
feet away! $5.98 Retail. 


Serve yourself. 


(YOU CAN ALMOST TASTE THE PROFITS FROM 
THESE TEMPTING SESSIONS KITCHEN CLOCKS! ) 


There’s something for everybody in Sessions’ smorgasbord of eye- 
and-buy-appealing kitchen clocks. And feast your eyes on the rest 
of the big Sessions line, too! Sessions is cooking with excitement! 
You can get a taste at the 1960 NHMA Show, at Booths 2026, 2028 
and 2030. For more mouth-watering information, write The Sessions 
Clock Company, Department HF-1, Forestville, Connecticut, U.S.A. 





WESTINGHOUSE Heaters 


The new electric “Cozy Glow” heater 
line includes 5 models featuring new 
advanced styling and cool wall con- 
struction. 

No. AH-40 has 3 pushbutton heat 
levels (1000, 1320, and 1650w); a 
tilting device from 0 to 20 degs. to 
direct heat; polished copper reflector; 
fan-forced heat; automatic thermo- 
stat; carrying handle that converts 
to drying rack; and a tip-over safety 
switch; weighs 13 lbs. 

No. AH-30 has 2 pushbutton levels 
(1320 and 1650w); fan-forced radiant 
heat; on-off switch; automatic ther- 
mostat; polished copper reflector; 
tip-over switch; handle drying rack; 
weighs 12 lhs. 

No. AH-25, similar to AH-30, has 
1650w; safety switch; aluminum re- 
flector; on-off switch; automatic 
thermostat. 

No. AH-20 uses 1320w with fan- 
forced radiant heat; on-off switch 
and thermostat; safety  tip-over 
switch; weighs 9 lbs. 

No. AH-10, 1320w, has polished re- 
flector; safety tip-over switch; weighs 
6 lbs. 

Prices, from $39.95 for AH-40 to 
$14.95 for AH-10. Westinghouse Elec- 
tric Corp., Mansfield, Ohio. 





BERSTED Hot Dog Roaster 


Bersted’s hot deg roaster No. 40103 
cooks hot dogs electrically in 90 secs.; 
(speed depends on moisture content 
of wiener). 

Features ‘“Super-Cooker” springs 
for a more even distribution of cur- 
rent through the wiener. Safety 
switch in lid; clear plastic lid; easy to 
clean stainless steel electrodes; 700w, 
115v ac-de. Bersted Mfg. Div., Mc- 
Graw-Edison Co., Boonville, Mo. 





K-M Baseboard Heater 


No. 16-535 baseboard heater has an 
embedded 1,200w, Dur-A-Life ele- 
ment with 480 fins of 1-piece alumi- 
num; 9%4-ft. heat radiating surface; 
lightweight, portable, it can be car- 
ried from room to room; no maving 
parts; automatic thermostat control 
provides temperature at turn of dial, 
then leaves control dial at position 
automatically. Measures 52 in. long. 
Knapp-Monarch Corp., St. Louis, Mo. 
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VIKING,"' H-102 


re 


HOTRAY ‘'SUPERB,"' H-150 


SALTON 
Hotable and Hotrays 


The new Salton Hotable, “Continen- 
tal,” H-166B, features a dual-temper- 
ature “Hot Spot” with pilot light in 
the corner of its shatter-proof radi- 
ant glass heating area, where coffee 
can be kept piping hot while other 
foods are kept at ready-to-eat tem- 
perature levels elsewhere on the 
Hotable. 

“Continental” also features an un- 
heated lower shelf of walnut mela- 
mine. It is stain- and mar-proof and 
has polished brass square frame, 
hand-rubbed solid walnut trim and 
handles. It glides on 5-in. swivel 
casters. It also has adjustable tem- 
perature controls designed for patio 
or “coolair’ use, and it is thermo- 
statically controlled from room tem- 
perature to 265 degs. F, with an off 
position. It has 1000w rating, 115v, 
a.c. and has 28x16-in. radiant glass 
heating area. 

The Salton “Superb,” No. H-150, 
Hotray, also features the dual tem- 
perature “Hot Spot’—a heated tray 
within a heated tray, with pilot light 
feature to keep beverages piping hot 
while other foods are kept at “ideal” 
serving temperature. “Hot Spot” 
stays at 40 degs. higher than the set- 
ting for the rest of the tray. This unit 
has a satin aluminum frame, hand- 
rubbed walnut inlay sides, matching 
solid walnut handles. Large in size, 
it has a 29x15%4-in. overall area and 
a 25x15-in. heating area. Adjustable 
thermostatic controls to 265 degs.; 
1000w, 115v, a.c. 

The “Viking” Hotray features a “Hot- 
rayette Hot Spot” recessed into one 
end of the tray for keeping coffee 
piping hot. The balance of the tray 
is of handcrafted walnut, with an 
overall size of 25xll in. and in 
addition to coffee carafe or teapot, 
there is tray area for sugar, creamer 
and other accessories. The heating 
area is 36 in. square; overall size 
25x11 in. The new shatter-proof radi- 
ant glass grid-designed Hotrayette 
has 120W, 1150v, a.c., and is thermo- 
statically controlled at 200 degs. F. 
Prices, “Continental” No. H-166B, 
$95; “Superb,” $39.95; “Viking” No. 
102, $14.95. Salten Mfg. Co., Inc., 519 
E. 72nd St., New York. 








Northern announces a new heating 
pad technique that produces different 
degrees of warmth on opposite sides 
of pad. It consists of twice as much 
insulation within the inner pad 
jacket on one surface as is on the 
reverse side, providing a pad ca- 
pable of 6 comfort heat ranges. Pads 
have pushbutton switch giving 3 pos- 
itive heats with one side stamped 
“hot heat side,” the other “warm heat 
side.” 

The 5-pad line includes an econ- 
omy pad with 3 positive heats in- 
stead of 3 speeds; the second model 
has a walnut-toned pushbutton 
switch. The next 3 pads have new 
6-heat range feature; white plastic 
switch and multi-colored pushbut- 
tons. Top-of-line pad has white re- 
mote control switch that can be used 


NORTHERN Heating Pads 





at bedside, wherever pad is placed. 
Covers are bacteria resistant in 
“sanifresh” process in plain and 
printed cotton flannel, floral print 


percale, terrycloth and quilted satin. 
Top pad has interchangeable covers. 
Prices from $5.95 to $9.95. Northern 
Electric Co., 5224 N. Kedzie Ave., 
Chicago. 


wins sical 
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G-E Heating Pad 
P212, convertible heating pad, in 2 
sections, can be used as a divided pad 
or snaps together to form a 24x8%- 
in. or a 17x12-in. pad; adjusts around 
neck, shoulders, leg, etc. Has 3 ther- 
mostatically controlled heat levels; a 
glow light control; removable, wash- 
able Purofab treated, blue nylon 
fleece zipper outer cover. Price, 
$12.95. General Electric Co., House- 
wares Div., Bridgeport, Conn. 





SEE THE EXCITING 
BEAUTY TRIO: 


AT BOOTH 
1962 


CONVENTION HALL ~ 


Ziel 





i 


. 
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NEW RONSON BEAUTY TRIO BRUSH DRIES - COMB DRIES - HOOD DRIES 


Only the Beauty Trio hair dryer lets your customers dry hair three ways 
... With exclusive warm air BRUSH and COMB attachmentsand adjustable 
HOOD. Special temperature control permits a choice of “‘cool’’, “warm” or 
.. dries hair quickly, quietly and safely. In pink or blue, dryer 
comes in attractive case with “see through” window — makes an outstanding 
display. Stock new Ronson Beauty Trio for greater unit sales sparked by 
strong national advertising. $26.95.* 


“hot” air. 





RONSON CFL ELECTRIC SHAVER 
Rated best of all the leading elec- 
tric shavers by the York Re- 
search Laboratory. Just $20.00* 


RONSON ROTO-SHINE Shines 
shoes from start to finish...elec- 
trically. Imported shoeshine box. 
$23.50* 





OTHER RONSON PROFIT-MAKERS TO STOCK—AND SELL! 


Standard pkg. $19.95* 


*suggested retail price 


HOOD 'N’ COMB HAIR DRYER 
Popular budget-priced hair dryer 
comes with hood and comb at- 
tachments...priced at just $19.95* 





International Standard of Excellence 
RONSON CORP., WOODBRIDGE, N. J. 






LADY “RONSON SHAVER Sepa- 
rateshaving actions—one for legs, 
one for underarms. In rich, vel- 
vet gift case with mirror. $16.50* 
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UNIVERSAL Steam Irons 


Heading Universal’s new line of 4 
steam irons is the No. 1830, “Select- 
A-Steam” iron, with 2 separate dials, 
one for just-right fabric heat; the 
other for a choice of lo-medium-hi or 
extra wet steam, which makes it pos- 
sible to iron all fabrics regardless of 
weight, thickness, or synthetic blends. 
Steams as much as you want even at 
coolest settings; 1450w. 

No. 1910 spray-steam iron, has a new 
spray for sprinkling, as you go. When 
spray is not needed the iron pro- 
vides sufficient steam for ironing 
even synthetics. It can also be used 
as a plain dry iron; 1100w. 

No. 1820, steam’n dry iron also de- 
signed for synthetics, has an extra 
wide temperature band; jiffy switch 
for steam or dry; wide bevel for 
pleats; uses tap water; 1100w. 


SELECT-A-STEAM" IRON NO. 1830 


No. 1675 steam travel iron provides 

30 min. of steam; no outside filling 
device; folds for packing in water- 
proof bag; 575w. 
Prices, No. 1830, $27.95; No. 1910, 
$19.95; No. 1820, $14.95; No. 1675, 
$12.95. Landers, Frary & Clark, New 
Britain, Conn. 
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PROCTOR-SILEX Toaster 


Proctor-Silex is introducing at the 
Atlantic City Housewares Show the 
Mary Proctor Glide-A-Matic toaster 
No. 20820, which is automatically 
self-lowering. 

When bread is inserted everything 
else becomes automatic. No levers to 
push. Bread is automatically lowered, 
toasted, and when finished to de- 
sired brownness indicated on the Se- 
lect-ronic dial, the bread is gently 
raised extra high for easy lifting 
from toaster. If it is desired to raise 
toast before it is automatically re- 
leased, a manual button control is 
provided. 

Features include the Proctor jet- 
speed element, said to produce twice 
the toast in half the time on this 
self-lowering toaster, which operates 
on 110-120v, 1050w, ac current. It 


also features high-fashion styling 
with white and gold patterned por- 
celain end panels that contrast with 
the mirror-finished chrome side pan- 
els and ebony trim. 

Guaranteed against defects of 
workmanship or materials for l-yr. 
Price, $29.95. The Proctor-Silex Corp,. 
700 W. Tabor Rd., Philadelphia 20. 








om Ob ebin-ye! 
giving 
makes good 
business 
sense, too!” 


Every business has a vital stake in the welfare of its community. The businesslike way to protect these 
interests is to support your community The United Way. Your United Fund or Community Chest Campaign 


takes care of many community needs without the confusion and waste of separate appeals. 


Your company can contribute in three important ways! m Make sure your company makes a generous 


corporate contribution. It helps protect the welfare of your employees and customers. g Help your employees 
meet their obligations through easy payroll payments. Experience shows this often doubles, even triples; 


results. g Stimulate executive participation in support of your local fund. Such participation helps safeguard 
the dollar investment made by your company and its employees. 
Remember, giving The United Way helps your community and your company. GIVE THE UNITED WAY 





K-M Toaster 


K-M’s Ultra-Matic toaster has single 
or double sliced toasting; radiant 
glow elements for fast, even toasting. 
Slide control knob governs shade of 
toast moved from left to right; re- 
movable crumb tray. Knapp-Mon- 
arch Corp., St. Louis, Mo. 





RUBBERMAID 


Housewares 


Rubbermaid is introducing 4 new 
products: a butter dish, silverware 
drainer, a rectangular dishpan with 
slotted hand grips, and a salad mold. 
The butter dish consists of a tray and 
slip-proof cover designed to keep 
butter fresh in the refrigerator; holds 
¥4-lb. stick of butter. Price, 39¢. 
The silverware drainer holds silver- 
ware and kitchen utensils for air dry- 
ing. Comes in white, yellow, pink, 
turquoise or sandalwood; $1.29. 

The salad mold is of boilable piastic 
and has 6-cup capacity. Comes in 
white or yellow. Price, $2.49. 

This quartet is to be joined by a 
re-designed dish drainer with 2 per- 
manently attached silverware cups, 
and a packaged scraper assortment. 
The scraper assortment consists of 2 
plate and bowl scrapers, a bottle and 
jar scraper. Rubbermaid, Inc., Woos- 
ter, O. 





Detecto Scales has a new line of 
fluted vinyl luxury hamper ensem- 
bles with deep quilted fluted pattern 
vinyl embellished with large, gold- 
tone towel rings, and matching gold- 
tone frames. The lids are cushioned. 
An ensemble consists of hamper in 
full or bench size and a _ basket. 
Comes in white, black, pink or gold. 
Price, from $6.95 to $17.95. Detecto 
Scales, Inc., 540 Park Ave., Brook- 
lyn 5. 
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CORNING WARE ROYAL BUFFET 


wet 
COFFEE SERVING SET AND 12-CUP CARAFE 


CORNING WARE And PYREX Housewares 


Corning announces a Royal Buffet 
hospitality casserole in Corning Ware; 
a Pyrex deluxe Cinderella casserole; 
a Pyrex Chip and Dip set; a Golden 
Leaf casserole; a Pyrex coffee serv- 
ing set and a 1960 carafe gift line. 
The Corning Ware Royal Buffet 2%- 
qt. saucepan is a freezer-to-oven unit 
with black trefoil decoration and a 
polished chrome mounter. Ebony han- 
dles and legs of heat-resistant plastic; 
chrome candle-warmer base. The 8- 
hr. candle is protected by a plastic 
shell. A clear Pyrex lid is provided 
with the saucepan for air-tight re- 
frigeration storage and covered cook- 
ing. Price is $10.95. 

The opal 2'%-qt. deluxe Cinderella 
casserole with gold print design has 
twin candle warmers in a contempo- 
PYREX CINDERELLA DELUXE 





rary styled gold cradle, with polished 
walnut handles, and a clear Pyrex 
lid. Gift packaged, $6.95. 

A Pyrex Chip and Dip set decorated 
with gold grape design on white, in- 
cludes 2 Cinderella bowls with %4-pt. 
and 4-qt. capacities; $4.95 the set. 

A Golden Leaf 2-qt. hospitality cas- 
serole in Pyrex Ware can be used for 
open or covered baking, and can be 
carried to table in its gold cradle with 
wooden handles. Price, $5.95. 

Eight high-styled carafes including a 
12-cup and an 8-cup size, are available 
in the Cinderella carafe accented by 
the gold columbine pattern. Prices, 
$6.95 for the 12-cup model and $5.95 
for the 8-cup size. 

A 12-cup deluxe carafe is decorated 

with gold circled stars and has an 
opal electric warming tray. Carafe 
and tray, $9.95. For individual serv- 
ings a 2-cup Little Gold Jug is avail- 
able with fleur de lis decoration, 
$1.95. 
A 4-piece coffee serving set has been 
added including a 12-cup carafe, sug- 
ar container, creamer and brass serv- 
ing rack. A candle warmer serving 
cradle is included, $9.95. Corning 
Glass Works, Corning, N. Y. 





O-CEDAR Housewares 


The Lady Marietta dust mop consists 
of dacron and cotton on a _ white 
polyethylene center. It clicks on-and- 
off at handle pushbutton § socket 
for cleaning by hand or machine. 
Price, $2.98, turquoise; $2.79, beige. 
Matching mother-and-daughter 
“Sweep-Queen” brooms, with poly- 
ethelene bag wrapping, feature 
washable white Cedarlon bristles on 
a bronze handle. The miniature ver- 
sion is obtainable from Betty Woods, 
home service director, with the bag 
wrapping from the full-size $2.19 
broom and a 25¢ handling charge. 
Another addition to O-Cedar’s broom 
collection is the “Sweep-King,” all- 
white with Cedarlon bristles and a 
hang-up tip. Price, $2.49. 

The N-Zyme, another O-Cedar prod- 
uct, liquifies and digests organic sol- 


ids, makes for thoroughly cleaned 
drains and grease traps and reacti- 
vated septic systems. Said to be an 
efficient means of sewage disposal, 
this new product creates bacterial 
action that reduces wastes to liquid, 
spruces up lines and drains. Sold in 
1-lb. cans and 25-lb. drums, a table- 
spoon each night for dishwashers and 
sinks keeps equipment in trim. O- 
Cedar Div., American-Marietta Co., 
2246 W. 49th St., Chicago 9. 








ANCHOR HOCKING 


Housewares 


Anchor Hocking announces ‘Colonial 
Kitchen” mixing bowls, Primrose 
ovenware;. apothecary jars and a 4- 
piece Anchorglass range set. 

The “Colonial Kitchen” bowls consist 
of a 3-piece Anchorwhite decorated 
set which will retail at approximate- 
ly $1.69 with yellow, turquoise or 
coral bands. Without color bands, 98¢. 





Primrose Anchorwhite ovenware 
with red, tan and grey tones, in an 
8-piece introductory set, retails for 
$3.29. An 1l-piece utility set, $4.98. 
A range jar salt and pepper shaker 


set in Anchorwhite heat-resistant 
glass with permanent fired-on color 
decoration, also packed in a gift car- 
ton, retails for $1.49. 

The apothecary jars have 22k gold 
and black, white or _ turquoise 
trim and retail for 49¢. Anchor Hock- 
ing Glass Corp., Lancaster, O. 
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AUTOMATIC-ELECTRIC 
CAN OPENER and KNIFE SHARPENER 
starts at the touch of a finger, and turns itself off 
automatically when lid is cut out. Opens all standard 
cans... leaves a safe, smooth edge. Powerful, ceramic 
magnet picks up the cut-out lid. Full-size electric knife 
sharpener included. And it’s portable. Handsome cabinet 


in choice of colors, with chrome and gold trim. $24.95 
SWING-A-WAY MANUFACTURING COMPANY « ST. LOUIS 16, MISSOURI 





There are 


pluc profits 


in Paragon 
appliance 


= 





Write: 


PARAGON 


ELECTRIC COMPANY 
1638 Twelfth St. * Two Rivers, Wis. 
TIME 1S MONEY — CONTROL IT WITH PARAGON 











This Brand Opens New 
Frontiers for PROFIT! 


Yes, there are still 
new profit frontiers in appliance’ 
selling with Silex! You get extra 
sales in an unsaturated market 
] with products that are gift- 
designed to be Gistiactive and 
@iffier@w?. No brand line corrals 
gift-day sales better than Silex 
seeesee2et e+ 8&2 & & 

- and you make more, too! 
Silex gives you more favorable 
margins with less competitive 
pressure and minimum dupli- 
cation of other products. ## 
Ai Meas: Thy 
result is more turnover and bet- 
ter profit from your inventory 


investment! $66¢64646¢6464464¢4 





“3 : es 


fs 





The Proctor-Silex Corporation 
Philadelphia — Chicago — Canada 








PROVIDES 


PURE WATER 


FOR STEAM IRONS 
VAPORIZERS 
BOTTLE WARMERS 


98¢ 


COMPLETE 


REFILLS 


KLEENSTEAM 
Water Conditioner 
is a miniature 
Mixed-Bed De- 
Ionizer that removes 
the dissolved impurities from or- 
dinary tap water. It provides the 
equivalent of distilled water for 
uses where elimination of lime- 
forming deposits is important — 
such as steam irons, vaporizers, 
bottle warmers, etc. KLEEN- 
STEAM is easy to use, conveni- 
ent, neat, well-made, reliable, and 
inexpensive! At leading distribu- 
tors, jobbers, or wholesalers — or 
write to IWT* for particulars. 


S PUT THIS DISPLAY 
\ TO WORK FOR YOU 


Bubble Package 
Also Available 





*IwT ionX changer 


PROVIDES PURE WATER 
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AMERICA’S MOST ADVANCED 


Ulomatic 
SPRAY, STEAM 
& DRY IRON 


with Exclusive “Coil-Cord” 
FROM 


Tomorrow’s iron TODAY. This 
new 3-in-1 marvel does all iron- 
ing jobs perfectly, easily, quickly. 


Spray operates on 
both steam and dry 
settings . . . Saves pre- 
dampening! 





Jet action of steam 
outlets gives greater 

etration of steam 
into cloth, bathes en- 
tire ironing surface 
with instant steam. 
No “spitting.” 








Coiled Cord won’t 
tangle in clothes, won’t 
get in way of iron. 
Cuts ironing time. 
Stays coiled for life 
of cord. 








19 Steam Vents for 
over-all steam cover- 
age on huge 35 square 
inch sole plate. 








Largest tap water ca- 
pacity of any steam 
and dey iron—almost 9 
oz. Exclusive siphonic 
action for stea vol- 
ume of steam. on’t 
overshoot and burn 
clothes. 











Also manufacturers of Steam & 


con — thik — HARRY C. HAHN, ASSISTANT TO THE PUBLISHER Dry Irons, Automatic & Non- 
— ——— Automatic Toasters, Combina- 
tion Grill & Wafflers, Electric 
Sauce Pans, Skillets, Griddles, 
Dutch Ovens, Electric Perco- 
PETER HUGHES, PRODUCTION MANAGER lators & Motorized Charcoal 


Braziers, 24’. 


oa 


DALE R. BAUER, ADVERTISING SALES MANAGER 


WAYNE SMITH, PROMOTION AND CIRCULATION MANAGER 


DISTRICT MANAGERS 





a) MARIE RESTAINO, PRODUCTION ASSISTANT 


map ihe OX. 5-5959 duct will b 
Modern power companies require H. WILLIAM DAVIS ais — . 
reo pst tes water for their RUDY BAUSER seen at our 
1igh-pressure boilers and turbines. ; 
The *IWT unit above, in use since NEEDY RAYMOND K. BURNET, | 3 Rhodes-Haverty Building, Atlantic 3, Go booths at the 

3, has a capacity of 3000 galtons SA. OR 
per hour and is located on.the sesqniek ls : Housewares Show 
grounds of a big Texas plant: H G ROBERT J. SCANNELL, 520 N. Michigan Avenue, Chicago 


MO. 4-5800 OS se cbiie Atlantic City 
EDWARD J. BRENNAN a 
*ILLINOIS. WATER TREATMENT CO. July 11-15 


840 CEDAR ST. e ROCKFORD, ILLINOIS DALLAS JOHN GRANT, 90! 


Specializing in Applications of 
ionXchange Since 1937 


ms. aa WARREN S. ACKERMAN, 500 Fifth Avenue, New York 36, N. Y This exciting new 














ex. RI. 7-5117 








GENE HOLLAND, W-724 Prudential Bldg., Houston 25, Tex. JA. 6-1281 


RUSSELL H. ANTLES, 1125 West Sixth, Los Angeles 17, Cal. HU. 2-5450 SON-CHIEF ELECTRICS, INC. 


WINSTED, CONNECTICUT 
AN FRANCISCO THOMAS H. CARMODY, 68 Post Street, San Francisco 4, Cal in Canada—Super Electric Supply Company, 


DO. 2-4600 Montreal, P.Q. 
SCOTT HUBBARD 
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A Quick Check of BUSINESS TRENDS 


FACTORY SALES 
applionce-radio-TV index (1957 — 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 
($ millions) 


CONSUMER DEBT+ + 
owed to appliance-radio-TV dealers 
($ millions) 


FAILURES 
of «ppliance-radio-TY dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

($_ billions) 

DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





LATEST | Preceding YEAR 
MONTH MONTH AGO 
115 112 110 
18.4 18.9 18.0 
332 324 318 
277 281 282 
27 34 28 
128.3 125.0 156.0 
140.3°*} = 137.6"*} = -127.2** 
18.74 18.84 17.7+ 
345.34] 3408+ 327.44 
24.6+ 23.7+ 23.54 
67,208 66,159 66,016 











THE YEAR 
SO FAR 


45% up 
(April 1960 vs. 
April 1959) 
2.2% up 
(May 1960 vs. 
May 1959) 
4.4% up 
(April 1960 vs. 
April 1959) 
1.7% down 


(April 1960 vs. 
April 1959) 


3.5% down 
(May 1960 vs. 
May 1959) 
17.8% down 
(May 1960 vs. 
May 1959) 


10.3% up 


5.6% up 
(Ist quarter 1960 
vs, Ist qtr. 1959) 


5.5% up 
(Ist quarter 1960 
vs, Ist gtr. 1959) 

41% up 
(Ist quarter 1960 
vs. Ist qtr. 1959) 

1.8% up 

(May 1960 vs. 

May 1959) 





*New index being used. Federal Reserve Bulletin, Jan. 1960 (seasonally adjusted) . 


**Figures are for week ending June 25, 1960 and preceding week (revised). 


+ Figures are for quarters. 


+ +Federal Reserve 


ulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 16 key products. New figures this week are shown in 


bold-face type. 



































1960 1959 % 

(Units) (Units) Change 
DISHWASHERS Apr. 50,700 40,200 +26.12 
4 Mos. 189,000 | 159,300 +18.64 
DRYERS, Clothes, Electric 0. May 29,465 31,318 — 5.92 
5 Mos. 270,145 291,948 — 7.46 
DNS poe ala a ach alae May 24,235 14,585 +66.16 
5 Mos. 146,943 144,635 + 1.60 
FOOD WASTE DISPOSERS =. Apr. 61,200 63,200 — 3.16 
4 Mos. 240,300 232,300 + 44 
FREEZERS Apr. 105,800 112,900 — 6.29 
4 Mos. 368,600 403,700 — 8.69 
PHONOGRAPHS, Monourdl... Mar. 63,264 119,075 — 46.87 
3 Mos. 272,518 468,095 —41.78 
Stereo Mar. 242,523 168,117 +44.26 
3 Mos. 908,518 534,203 +10.07 
RADIOS, Home-Portable-Clock Week June 24 215,935 162,019 +33.3 
(production) 25 Weeks 5,016,872 | 4,058,705 +23.6 
RADIOS, Automobile (production) —..... Week June 24 131,752 126,022 + 45 
25 Weeks 3,219,404 | 2,791,892 +15.3 
TELEVISION (production) Week June 24 123,707 110,300 +12.2 
25 Weeks 2,863,804 | 2,686,552 + 6.6 
TS SERIE ate A Apr. 294,000 301,000 - 13 
4 Mos. 1,201,200 | 1,197,100 + 34 
RANGES, Electric—Stondord...._._._»»__. Apr. 68,300 79,700 —14.30 
4 Mos. 305,000 347,100 —12.13 
PRR Apr. 58,700 56,400 + 4.08 
4 Mos. 235,100 217,000 + 8.34 
RANGES, Gas—Stondord..... May 112,900 | 130,000 —13.2 
5 Months 628,700 675,300 — 69 
Built-in May 29,800 30,300 — 146 
5 Months 134,400 123,200 + 9.1 
VACUUM CLEANERS May 265,556 257,345 + 3.19 

5 Mos. 1,436,678 | 1,435,216 _ 
WASHERS, Automatic & Semi-Auto May 176,883 207,422 —14.72 
5 Mos. 1,020,782 | 1,111,258 — 8.14 
Wringer & Spinner May 67,060 70,512 — 4.90 
5 Mos. 302,829 357,033 —15.18 
WASHER-DRYER COMBINATIONS May 9,589 11,604 —17.36 
5 Mos. 69,022 76,826 —10.15 
WATER HEATERS, Electric (Storage) _. Apr. 53,300 71,100 —25.04 
4 Mos. 237,600 284,200 —16.40 
WATER HEATERS, Gas (Storage) Apr. 214,000 261,300 —18.10 
4 Mos. 890,800 | 1,053,100 15.41 
Sources: NEMA, AHLMA, VCMA, EIA, GAMA 





that unique, new 
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idea in portable cooking appliances... 





a 
aii Pig a “all 


Chrome-plated grids hold 
up to 2 Ibs. of steak 


Drip tray slides out easily. 
Can be cleaned with ordi- 
nary soap and water. 


Timer lever pushes down 
to set exact broiling time. 
Pops up when through. 


Beautifully finished in bright chrome and ano- 
dized coppertone aluminum, this exciting new 
appliance can be a highly profitable item for 
you. For complete details on selling the fast- 
moving Burg-o-mat, come to 


Booth A-8 - at the Housewares Show in Atlantic City 


or write today to: 


THE COLE ELECTRIC MFG. CO. 
Mansfield, Ohio 





SURG-O-MAT 


featuring smokeless 


Vertical Broiling 


for the best meat you 
ever tasted 


Infra-red elements broil meat on 
both sides . . . at the same time 
to produce that wonderful flavor. 
Also toasts bread, sandwiches. 


IT SPEED BROILS! 

.. STEAKS IN 6 MINUTES... HOT 
DOGS IN 3 MINUTES. .. HAMBURGERS 
4 MINUTES... CUBE STEAKS 5”MIN- 
UTES... LAMB CHOPS 6 MINUTES... . 
BACON 3 MINUTES...HAM SLICES 
5 MINUTES... 







































ELECTRICAL MERCHANDISING WEEK 


TAKING STOCK A quick look at the way in which 


the stocks of 52 key firms within the industry behaved 
during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 


82 » FIGURES OF THE WEEK 





Thousands of homemakers 
are clamoring for it! 


THE ORIGINAL 


no-khnvot. 


HEAT-APPLIANCE 


COILED CORD 


























Stock Prices 
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STOCKS AND DIVIDENDS 
IN DOLLARS 


NEW YORK EXCHANGE 
Admiral 

American Motors | 
Arvin Ind. | 

Borg Warner 2 
Carrier 1.60 

CBS 1.40B 

Chrysler 1A 

Decca Records 1.20 
Emerson Electric | 
Emerson Radio .50F 
Fedders | 

General Dy. 2 
General Elec. 2 
General Motors 2 
General Tel & El .76 new 
Hoffman Elec. .60 
Hupp CP. 3%F 
Magnavox | 
Maytag 2A 
McGraw-Edison 1.40 
Minn. M&M N.60 
Montgomery Ward 2 
Monarch .2EO 
Motor Wheel | 
Motorola 2 

Murray CP 

Philco 4G 

R.C.A. 1B 
Raytheon 2.37T 
Rheem .60 

Ronson .60 

Roper GD 

Schick 

Siegler Corp. .2OR 
Smith A. O. 1.60A 
Sunbeam 1|.40A 
Welbilt .10G 
Westinghouse 1.20 
Whirlpool 1.40 
Zenith 1.60 


AMERICAN EXCHANGE 
Casco Pd. .35E 

Century Elec. '/ 

DuMont Lab. 

Herold Rad. 


Frist ellie 


edit 


| +| 


Now you can provide them with this 
added convenience...increase sales, too. 


Extra-heavy Neoprene jacket. Permanent flexing 
qualities. Extra thick insulation. Cord resists food 
chemicals, odors and may be wiped clean without 
damage to coil action. Available with miniature UL 

appliance plug, standard UL appliance plug, or tight npn a 
fitting factory applied eyelets for internally wired Muntz TV 


appliances. New “‘snug plug”’ blades hold firmly in outlet. psc — Hi, 


MIDWEST EXCHANGE 
* APPLIANCE Knapp-Monarch —_ 5I/, 


af 
Trav-ler Radi I ae 
MANUFACTURER Trav-lor Radio 3% : 


*APPLIANCE REPAIR 
SERVICE CENTER 


Don't just repair that appliance... 














Add this proven extra to the sales 
appeal of your appliances. No need 
to re-design appliances in any re- 
spect. Write for samples or see your 
Cords Limited application engineer! 





sell her a coiled cerd at the same A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, plus stock divi- 
dend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend or ex-dis- 
tribution date. G—Declared or paid so far this year. T—Payable in stock during 1960, estimated cash 
value on ex-dividend or ex-distribution date. 


time and increase your profit on 
every service sale. Individually 





pac’ aged. Ask your supplier or 


contact Cords Limited today! 


DIVISION ESSEX WIRE CORPORATION 
DeKalb, Illinois 


SS 


E CORDS LIMITED 





ANALYSIS: The continued mar-. 


ket trend that sees trading fluctuat- 
ing with little, if any, definite pat- 
tern is being attribted by experts 
to the unsteady international situa- 
tion and the coming election. Opti- 
mists are still looking for the tradi- 
tional summer advance to hit the 
market while more cautious Wall 
Streeters feel the situation has es- 


tablished itself and the market will 
make no upward moves until Sep- 
tember, at least. Among EM Week’s 
52 key stocks, the picture remains 
basically the same: A few active 
issues, some slight gains. Losses for 
the week were minimal in most 
cases. The average dropped % pt. 
Three new highs and three new 
lows were recorded. 
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no air 
| “purifiers” 
give you 
so much 


to sell 
aS... 


fectrotilter. 


the Electrostatic Air Cleaner 
» by Coolerator 






















You have far more to sell in Lectrofilter Air Cleaners than in air “‘ purifiers.” 


Look What Lectrofilter Offers At 
The Price Of Ordinary Air''Purifiers’'/ 


GENUINE ELECTROSTATIC FILTRA- e BIG 8” FAN—Moves as much as 150 cu. ft. 
TION—the method proven most efficient of air per minute in the larger model . 
in air cleaning! allows it to handle far greater areas! 


First, you have its genuine high voltage electrostatic filtration—the method proven 
most efficient in actually cleaning the air! It removes dust, pollen, soot, spores—even 
smoke! And unlike other electrostatic methods, Lectrofilter is completely safe! 


With Lectrofilter, you sell what your customers really want—clean air—cleaner by far! 


In addition, you have all the features (shown in the box at right) that enable Lectrofilter 
to do a man-sized cleaning job economically. The smaller model handles up to 20’ x 20’ 
rooms; the larger handles up to 35’ x 35’ rooms and installs in windows with optional 
mounting kit. 


FULL-WIDTH FILTER—€2 sq. in. of filter 


ULTRA-VIOLET LAMP —Freshens in- 


Even without electrostatic filtration, Lectrofilter would give you more to sell than many 
air ‘‘ purifiers’’! 

This summer, sell the air cleaner that lets you outsell all others—electrostatic Lectrofilter! 
Mail the coupon below today. 


in the small model, over 116 sq. in. in the 
large model. Even without electrostatic 
action, Lectrofilter would provide more 
thorough filtering than most air “purifiers” ! 
And the Scottfoam filter element features 
a germicidal additive! 


coming air and removes unpleasant odors. 


EXCLUSIVE PERMALIFE FINISH— 
Combines beauty with outdoor durability, 
gives maximum protection even in window 




















mountings! 


FREE DEMONSTRATION KIT WITH MINIMUM INITIAL ORDER! 


With this free kit you can make smoke disappear right in front of your prospects’ eyes 
. .. dramatic, convincing proof of Lectrofilter’s effectiveness! 


FULL-WIDTH GRILLE—No uncomfort- 
able or annoying air “blast’’! Lectrofilter 
distributes air quietly, gently, evenly. 


ONLY 46 WATTS—Uses less current than 
a 50-watt light bulb! 











EXCLUSIVE COOLERATOR BONUS PROFIT PLAN 


1. QUALITY PRODUCTS! 2. FEATURES THAT SELL! 3. DIRECT FROM FACTORY 4. PROTECTED TERRITORIES! 
Actual service records show Coolerator products rank With all the popular features, Coolerator PURCHASING! You make better grosses A market area for every dealer—with protection— 
at the top of the industry for dependable performance! _ products give you plenty to talk about! ... have supply and service points nearby! assures higher profit sales volume! 
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ELECTRICAL MERCHANDISING WEEK 


The answer for every 


top-of-line prospect is here! 


Bip t 


MO 42 

For the woman who wants 
to be “boss” 

Model 142 lets her wash any- 
thing washable exactly the 
way she wants it washed. She 
decides every phase of every 
cycle, for herself. 

There’s a button for slow 
agitation and spin speed; and 
one for regular speeds. Two 
buttons are labeled “sAvE 
suDS” and “DRAIN suDs.” She 
has a pushbutton choice of 
“COLD,” “WARM,” or “HOT” wa- 
ter temperatures, as well as a 
choice of “Low,” “MEDIUM,” 


and “FULL” water levels. 

And, of course, Model 142 
offers the Automatic Bleach 
Dispenser that knows exactly 
when to add the bleach. 





MODEL 160 
For the woman who wants 
utter simplicity 
Here is the automatic that’s 
self-controlled—makes all the 
right decisions at the push of 
a single button. No dials to 
turn. No charts to learn. 
One button does all this: 
Selects the correct water level, 
washing température, wash- 
ing time, and agitation speed; 
rinsing temperature and time; 
even the speed of the spin—for 
the type of load she puts in. 
There is a button for every 
type of load she'll ever have to 
wash. There’s also a button 
for rinsing things separately, 
and a button for spin-drying 
separately. 











MODEL 340 

For the woman who 

wants the convenience of 

washing and drying 

in one operation 

The Right Combination 
Washer-Dryer — She can press 
two buttons, turn the dial, and 
washday is over. 

The right combination of 
features is here, too. Auto- 
matic Bleach Dispenser, Auto- 
matic Water Level Control, 
Automatic Rinse Conditioner, 
choice of drying temperatures 
and times, De-wrinkling Cycle, 
Time Chime Signal for wash 
’n wears. Only 34” wide. All 
these features, plus the 
one that makes them work: 
Maytag dependability. 

















The Maytag Company, Newton, Iowa 


The best answers for your best prospects come from... 
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